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Doing One Thing Well 


When we foresaw the tremendous possibilities ot plastics for the crea 


tion of more practical and beautiful display fixtures and merchandising 





units, we decided that we would specialize in this one field... and we 

have been concentrating our imagination, our efforts and our skills on Plexi 
settin 
fluore 


plastic fxtures exclusively for so many vears that we ought to have 


superior ability in plastic fixture development. What we have done 





speaks for itself, for vou will find the big names in retailing trom coast 


to coast using our creations with remarkable success. 
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SCHEUER 


——_—_ 307 WEST 38> ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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Forty foot railing, 5 foot high, made of 1” 
thick Plexiglas carved to illustrate each of 
the RCA facilities. 





Giant map of NBC stations throughout the 
United States carved in plastic, wired for cus- 
tomer participation, where push button lights 
up desired NBC affiliated station. 





Plexiglas Globe showing, in miniature, room 
settings, modern decorative trends, using 
fluorescent black lighting. 





Compass Rose denotes RCA symbol! by 
charged electron patterns illuminated with 
black light. 





stomer Room with free form blurb shaped 
rved plastic panel wall decoratives, edge 
hted. 
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RADIO CORPORATION OF |AMERICABRARY 
Invites You to Visit the New JUL 29 1947 


RCA EXHIBITION_ BATE 


49th St. Rockefeller Center « Ground Floor « New York 
OPEN EVERY DAY 9 A.M. TO 9 P.M. FREE 
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View from across the street opened to public May, 1947 


reyes nin ova bs ~ geaaaaaaainagaaaa —f | OW MWatiAé~éANS } l p 
aT S vs dustry an d Heblive 


Designed ond W. L. STENSGAARD & ASSOCIATES, INC. 
Produced by NEW YORK + CHICAGO + OAKLAND 


“Now that the RCA Exhibition Hall has been opened for approximately a month, we can make an appraisal of it 
and of the reaction of the people who have visited it since the day it opened. When the idea was first conceived, the 
writer spent a great deal of time and thought on who would do the job for us. As you know, there were many candi- 
dates, and our decision was based on the confidence we had in your firm as well as its background. We realized your 
finger wos pretty well on the pulse of public opinion and that you would come through with a job that would fully 
meet our requirements. Our goal was to have an industrial display that would be the most outstanding in the United 
States. 
Everyone, without exception, has been delighted with the appearance of the Exhibition Hall and the stimulating story 
it tells. We believe we have started a new trend in industrial display. Thanks again, Bill, to you and your organi- 
zation for this outstanding achievement.” 

FRANK FOLSOM, Radio Corporation of America. 


Nearly 18 months of study, counsel, planning, designing and craftsmanship in produc- 
tion were required to produce this great Exhibition Hall for RCA. In every phase and 
stage of this assignment we were accorded the greatest confidence and cooperation of 
RCA directors, officers, executives and department heads. The architects, Carson and 
Lundin, were most helpful and accomplished their task with genius. All our sub-con- 
tractors were cooperative and on schedule. So is created a new thrilling, dramatic, 
educational Exhibition Hall that will do great good for its farsighted sponsor RCA. 
All who visit, see and hear will be wiser and greater friends and customers of Radio 
Corporation of America. We predict RCA has set the FREE! 


pattern for selling industry to the world. 
Merchandise 


Presentation 
No. 5 
“Showmanship 
in Industry 

and Selling 
20 Pictures of RCA 
Exhibition Hal! 





\w. L. STENSGAARD AND ASSOCIATES, INC. 


350 N. Justine Street « Chicago 7, Ill. 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
zation and the members of your department. 


. 
Namnd 


O O 


OUR NEXT ISSUE 


A special article on light and its relation 
to display, by Kenneth C. Welch, vice-presi- 
dent of Grand Rapids Store Equipment Com- 
pany, will be one of the features of the 
August I5th issue... . ‘Practical Short Cuts" 
is the title of a timely article on how one 
display department meets and solves pro- 
duction problems ... There will be numerous 
other features in addition to reports from 
New York City, Chicago and Los Angeles. 


THE COVER 


The display on the cover is by Roger Pickett, display 
director for Rathbuns, North Hollywood, Calif. Fea- 
turing Schiaparelli’s ‘Shocking’ perfume, the back- 
ground design was a stage door in dry-brush. Under 
the street lamp stood a mennequin in top hat and 
tails, with lipstick markings on his cheek. The Schia- 
parelli dressmaker dummy was under one arm, the 
Schiaparelli tape measure was wound around his neck, 
and he held a box of flowers in the other hand... 
(Color photograph by Tom Smith, North Hollywood.) 
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Only Human 





Breathing Life Into Clay 











By Sidney Fields 





Dot Williams, a silvery, soft-cussing little lady, is the worid’s fore- 
most manikin maker. She's been making them since she was 14, 
There isn't a store of any consequence around 34th Street, along 
Fifth Avenue, in Europe, South America, Australia, even Africa 
that doesn't use her lifelike beauties. 


HE unique idea of sculptoring a manikin came from Raoul 

_duBois, set designer for the movie of “Joan of Lorraine,” and 
designer of “The Fashion Fair.” Dot Williams got sculptor Janet 
Riza to do it, and Dot says it may one day grace an art gallery 
secause it synthesizes the American girl of tomorvow... 

“Small waisted, not wasp waisted. Not over prettied, like 

@ glamor puss out of a fan magazine, but a real feminine face. 
Small hips, full, round arms, long legs, small neck, and sleek 
Shoulders, not the shoulders of a football player. And she'll be 
smail-breasted, not Lana Turnerish.” 
, ._Yot should know. She was only a kid when she went to work 
Inher father’s downtown loft. Manikins were nude wax dummies 
ther and they were Jined up in store windows like lifeless idiots. 
he jeveloped it into a high art by simply breathing a liitle lovely 
‘fe nto the clay. She started by telling herself... 





| 4 Wirins bac 
0 co @ 498 SEVENTH AVENUE, NEW YORK 18 + MARY BROSNAN MANNEQUINS - CYRILLE STEINER FIXTURES 











and other notables who, possibly, were not accorded 


the traditional Williams courtesy and consideration during N.A.D.1. 
Market Week (June 23rd to 28th) in Chicago... Dot Williams offers profuse apologies and regrets. Dot wants you to know 

that any inattention was due solely to the tremendous influx of old friends, surprise guests and visitors and customers 
pi stormed the Williams exhibit in the Hotel Stevens Skyline Suite. Don’t think that Dot doesn’t deeply appreciate the demonstration 


and expression of good will. She most certainly does! And she wants to thank each and everyone of you for it. 


“Damn! Why can't a manikin look like a real woman. talking, 
walking, tripping along like a man, which is when a woman looks 
her best?” 

She made them look real, so real, that women look at the 
fashions they display, but men stop to gape at their figures. She 
has to be a style detective too, because manikins must be made 
eight months in advance. She sees and senses style in changes long 
before we can. It’s her neck if her dolls don’t fit the day’s fashion. 

“Why, hell, when skirts went longer six months ago, we were 
half through our models, and we had to stop and make a whole 
set of new ones.” 

That happens often with any manikin Dot makes, boys, girls. 
men, misses, matrons, mothers, grandmothers, dogs, cats. 
elephants, lions, giraffes. She makes and sells over 25,000 a year. 
Most of them are lady manikins. 

A lady manikin begins with the best live model available. 
Dot dresses them in her own creations, has their hair done by the 
best hairdressers. Then they’re photographed from at least 30 
different postures and angles... 

“After that we bring in the display artists, the designers, 
the buyers, and they tear itt apart. They yell like the devil: 
*‘You’re stretching my sleeve ... Where's the belt line? ... One 
shoulder is too high . .. Dammit, where's the pockets?’” 

All the biting. comments are carefully recorded, and the live 
model is subjected to all the changes. A replica of her hairdo is 
made from horsehair. One artist is responsible only for sculptor- 
ing perfect eyes; another for painting them. Lighting engineers 
determine shades and colors of the face, lips. fingernails so the 
manikin will show up to advantage under any display lights. 
The final composite goes into a master mold, and production 
begins. 

Back in the loft days there were only two boys working for 
Dot. Now she has 600 people working in two huge factories. 
Many are fathers and sons. All of them never call her anything 
but “Dot.” In fact display men, artists, store owners all over the 
country call her that. She’s piled up a store of dollarless treasure 
playing Mrs. Anthony to their big and little woes, and they adore 
her motherly gruffness. 

One artist and some of his friends came to see her once, 
and Dot acted restrained. The artist grew increasingly embar- 
rassed, finally burst out: “Dot, what's the matter? You haven't 
said hell or called me a bum once.” 

Daily, by mail, phone, and in person she’s consulted about 
hiving, firing, or promoting people in everybody else's place but 
her own. She’ll set up in business two struggling artists in Maine 
who fashion heads, and another pair in Pennsylvania who make 
dog manikins. One display man will lose his jcb, go on a bat, and 
his weeping wife will run to Dot. She'll tell the wife... 

“Stop sniveling and don’t be so damn dependent on him. A 
man needs a little leeway once in a while, honey; and take some 
for yourse}]f.” 

Then she gets the man a job. A newlywed couple need @ 
home. Dot will help them buy it. She brings quarreling lovers 
together, helps others decide whether to get married or not, and is 
always a soft touch for the artist down on his luck... 

“They never have any idea of money. All of them are like 
manikins: Pretty, well meaning, and like most ot us, rarely right.” 


From the New York Daily Mirror 
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Something Wonderful Happens When You DISPLAY 
Your California Merchandise the California Way! | 


Get your Western scenic atmosphere where these great western stores get 
theirs . . . J. W. Robinson Co., Broadway Dept. Stores, Inc., The May Co., 
Bullock's, Desmond's, Silverwood's, Mullen & Bluett, The Emporium, The White 
House, Roos Bros., and many others. 








Color transparencies and photo enlargements made to ANY SIZE from our large 
collection or your own subjects. 


Eastern Representative: Jack Cameron, ‘e) T re) >. 


2420 Ridgeway Ave., Evanston, Illinois. 


Write or wire ... BELL PHOTO AND DISPLAY SERVICE e 346 CLAY ST., LOS ANGELES 13, 4 
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The above FOREST IN A STORE WINDOW was actually only two small trees that received the treatment of the DREEM MIRROR in com- 
bination with the SHIPMAN PATENTED MIRROR DEVICES. The continuous crowds in front of the SHIPMAN booth at Chicago Market 
Week was unmistakable evidence of the displaymen’s appreciation of FREDERIC SHIPMAN’S latest mirror achievement. 


YES 


is my reply to more than two hundred 

















smaller cities for a population consideration. 


Write for details 





{ FREDERIC SHIPMAN STUDIOS 


512 FIFTH AVE. NEW YORK 18 
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Santa’s Workshop 








This display is 84'' wide, 36" high and 4" deep. It is printed in nine different colors on 100 point card stock. The entire 
background and moving parts are set in a wooden shadow box frame. It has EIGHT ANIMATED FIGURES. 


1. The Gnome (left hand corner) has double action of turning 4. Santa shakes with mirth. 
wheel and moving arm. 5. Jack in Box jumping in and out. 
2. The Gnome with packages has a teetering action as though to 6. Painter works on drum with up and down stroke. 
save packages from falling. 7. Gnome on horse rocks back and forth. 
3. The Gnome making sled has very realistic hammer action. 8. Tailor puts finishing touch to doll with natural sewing action. 


This 84"' display is made in two parts and folds over to facilitate shipping. The package size will be 36" x 42" x 8". The 
cost of this display complete with motors attached is $75.00 F.O.B. our factory. 


Santa and Reindeer Santa by the Chimney 





Santa by the chimney is 26" wide, 
41" high and is printed in seven 


The Santa Reindeer is beautifully printed in nine colors. It is 33" x 48" x 4" 
and very sturdily constructed with a wooden shadow box frame. The front 


has a heavy piece of acetate printed to give the effect of a window with different colors. Santa wags his 
icicles. The Deer gallop and Santa waves his arm, while in the sky the stars head and waves his arm. The 
are twinkling making it a LIGHT AND ACTION DISPLAY. The cost of this cost of this display with motor 
display complete with motor is $35.00 F.O.B. our factory. attached is $20.00 F.O.B. Brooklyn. 


GREGORY MOTORS INC. irooxivn iin. y. 


CANADIAN REPRESENTATIVE: Walter Dickinson & Co., Ltd., 184 Bay St., Toronto, Ont., 





Canada. 
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SAKS FIFTH AVENUE 
BY LYNN DISPLAY 

















DI-LON DISTRIBUTORS 


ARROW DECORATING & FIXTURE CO. 
325 W. Glenwood Ave., Philadelphia 40, Pa. 
GARRISON-WAGNER CO. 

1627 Locust St., St. Louis 3, Missouri 
MUTUAL DISPLAY MANUFACTURING CO. 
1101 Power Ave., Cleveland 14, Ohio 


MAHARAM FABRIC CORP. 


6 E. Lake St. 130 W. 46 St. 
Chicago 1, Illinois New York 19, New York 
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Character, 


AND ALMOST UNLIMITED 
OPPORTUNITIES FOR 
THE DISPLAY MANAGER 


I{ - I, © Nf 
) () ° . - 
Wall Co voung Cxhiacrdinary 
32 authentic reproductions of beautifully grained woods, 


warm rich leathers and interestingly veined marbles, permit 


the decorator to obtain almost any effect desired. 


@ Write for descriptive literature. 


THE DI-NOC COMPANY 


1700 LONDON ROAD a CLEVELAND 12, OHIO 
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LOOKS LIKE SILVER 
LOOKS LIKE GOLD! 


Darned if it doesn't . . . cause it is! 


Dazian’s SILVERWEAVE and GOLDWEAVE are exactly what their 
names imply — actual strands of precious metal woven into exotic 


cloth. 


They are just what you have been trying to simulate. They give an 
aura of richness, charm and beauty to your display that cannot be 


duplicated. 


And best of all, they are priced to fit the most moderate budget. 


FOR GENEROUS FREE SAMPLES OF 
SILVERWEAVE AND GOLDWEAVE, PLEASE 
CONTACT OUR OFFICE NEAREST YOU. 


DAZIAN ‘Since. 


ESTABLISHED 1842 
The World’s Largest Display Fabric Organization 


142 WEST 44TH STREET — NEW YORK 18, N. Y. 
260 TREMONT STREET — BOSTON 16, MASS. 
125 NORTH WABASH AVENUE— CHICAGO 2, ILL. 
731 SOUTH HOPE STREET — LOS ANGELES 14, CAL. 
630 BOOK BUILDING — DETROIT 26, MICH. 
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E SHELL 


BOLD PRIMARIES, SEPIAS, PASTELS AND MUTED TONES MATTE OR BAKED PLASTIC FINISH 














AND NOW... 
killer jones Presents 


rHe TALES of FAIRYLAND 


... to charm the old folks 
: ... to fascinate the younger folks 
. a ... to enchant the little folks 


8 TS PLAYS Ser eR B 


7 THE VISUAL REBIRTH OF THE FAMOUS FAIRYLAND TALES 














Exquisite, eloquent and spritely are these scenic 

3-dimensional re-creations of the great juvenile 

classics ... masterpieces of display eminently 

suitable and captivating as a setting in your win- 

dows and interiors, no matter what type of store 
you operate. 








THE 


ADLER 


ADLER-JONES BUILDING @ 523 S. 
CHICAGO 5, ILLINO!S 
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COMPAN Y 
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How our membership in the 
Audit Bureau of Circulations gives 
constant protection to the advertisin g 


in these pages. 




















HE Andit Bureau of Circula- 
| ome organized in 1914, is 
a cooperative and nonprofit associ- 
ation of more than 2800 publish- 
ers, advertisers and advertising 
agencies in the United States and 
Canada. Working together, these 
buyers and sellers of advertising 
space have established definite 
standards for measuring and uni- 
form methods for auditing the 
circulation of periodicals and 
newspapers. Only publications 
with paid circulation are eligible 
for membership in the A.B.C. 


The Bureau has a staff of experi- 
enced circulation auditors who 
make an annual audit of the circu- 
lations records of each publisher 


member. Based on these audits 


the Bureau issues A.B.C. reports 
which tell how much circulation 
a publication has, how much sub- 
scribers pay, how the circulation 
was obtained, where it goes and 
many other facts essential to the 
sound investment of advertising 
money. Of special importance to 
business paper advertisers is an 
occupational or business break- 
down of the paid subscribers. This 
tells you how much of the total 
circulation represents a logical 
audience for your advertising and 


a market for your merchandise. 
In addition to the annual Audit 
Reports, the Bureau issues semi- 


annual Publisher’s Statements. 


Guesswork and waste are 
avoided when you select advertis- 
ing media on the basis of factual 
information. Always make A.B.C. 
reports your starting point when 
you buy advertising space. 


This business paper is a mem- 
ber of A.B.C. Ask for a copy of our 
A.B.C. report and then study it. 


» » » 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


Paid subscriptions and renewals, as de- 
fined by A.B.C. standards, indicate a 
reader audience that has responded to a 
—— editorial appeal. With the 
oterests of readers thus identified, it be- 
comes possible to reach specialized 
groups effectively with specialized ad- 
vertising appeals. 
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ABC = AUDIT BUREAU OF CIRCULATIONS = Facts as the Basic Yardstick of Advertising Value 
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for your enthusiastic 


acceptance tendered the 





COLONIAL line during the 


recent market week showing 
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ECORATIVE DISPLAY CO. 


* 70 WEST 40TH STREET . NEW YORK 18 N. Y. 
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BACK HOME AGAIN . .. from its triumphant reception at the Show... 
Chelix’s new array of “OUTSTANDING Christmas conceptions 
is now on display in the Chelix Showroom .. . for ° 
those who couldn’t get to Chicago! 


* OUTSTANDING not only in our own fond estimate, but 
in the opinions of the many, many display folks who took 
the opportunity to tell us so! See for yourself on your next 
visit to New York...or we can tell you all about it by mail! 


CHELIX 


Iuc. 


PAPIER MACHE AND OTHER EXCITING DISPLAY TECHNIQUES - 361 WEST 58th STREET, NEW YORK 19, N.Y. + CIRCLE 6-9431, 
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If it’s your store’s future, you 
not only need attractively priced 
merchandise; you also need your 
community’s good will, plus the 
assurance that your community will 
have a reservoir of savings, to insure 
continuous sales. 


If it’s an individual’s future, he 
needs funds to buy tomorrow’s ne- 
cessities and a reserve to meet finan- 
cial emergencies. 

If it’s the country’s future, we all 
need a government and a nation of 
people with the money to operate 
efficiently. 

YOU CAN HELP wrap up all 


these futures securely —by promot- 


ing sales of U.S. Savings Bonds. 
Devote a generous portion of your 
advertising schedule to Bonds. In- 
clude in your copy an explanation 
of the “Bond-a-Month” plan (see 
details in box). If you prefer to uti- 
lize the official Treasury ads for this 
purpose, mats are available through 
your newspaper or your State Di- 
rector of the Treasury Department's 
Savings Bonds Division. He can also 
help you build up your Payroll Sav- 
ings Plan—the plan that gives em- 
ployees a feeling of extra security 
and thus enables them to be happier 
and more efficient in their work. 
Every $3 put into Savings Bonds pays 
$4 at maturity. 











THE 
“Bond-a-M onth” 
PLAN 


For self-employed people and 
others to whom the advantages 
of the Payroll Savings Plan are 


“not available, the Treasury De- 


partment and the banks of Amer- 
ica have established facilities for 
systematic Bond buying through 
monthly transfer of funds from 
checking accounts. 

Use some of your advertising 
space to tell your community 
about this new opportunity to 
invest in the future! 








The Treasury Department acknowledges with appreciation the publication of this message b 
BA & 
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This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council 
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MERCHANDISE 
MANAGER 
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HIDDEN WINDOWS conceal your 
best advertising. Yet awnings 
or canvas strips give little 
protection against reflected light. 


No more hidden windows 


nor sunburned goods 
YOU profit two ways by installing Transparent 
Shades. 1—They save money by stopping “sunburn 


sales’ or complete losses... let you safely 
| : display even delicate colors. 2—Transparent 
ning Shades make money by keeping your display 


CTION results in| 
sunburned goods and heavy 
m display losses. Such display is 


windows attractively visible on brightest days. 
What’s more, they are easily operated from 
inside your store... long lasting.. economical. 


Merchants everywhere are profiting by using 
Transparent Shades—over a million. Better check 
into them for your store, too. Just mail the coupon 
or write for a free illustrated brochure, today. 


RANSPARENT 
SHADE CO. 


501 NW. FIGUEROA ST. % LOS ANGELES 12, CALIF. % TRinity 0851 
Address all correspondence to P.O. Box 2135, 
Dept. DW 7, Terminal Annex, Los Angeles 54, Calif. 
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Transparent Shade Co., P.O. Box 2135, Dept. DW7 141 
Terminal Annex, Los Angeles 54, Calif. 

Yes, send without obligation your illustrated brochure “‘Sun 
Protection plus Visibility through Transparent Shades.’ | want to 
stop needless fading and hidden displays — to cut my display costs 
and increase sales. 





TRANSPARENT SHADES prevent 
needless fading, yet give shoppers 


a complete visibility at all times. 
A wise investment for lower 


display costs, and more sales! § 
Wllncn.~: 





Name Position 





Store Name 





Address 
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SUN PROTECTION PLUS VISIBILITY 


DETROIT PUBLIC LIBRARY 
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The fundamental requisites of successful visual pres- 


entations are — 








These are always found in Timbertone products. Test 


them thoroughly .. 


. learn through actual personal 


accomplishment why TIMBERTONE has become an inter- 


flight display directors. 


national favorite among top 


DECORATIVE COMPANY, INC. 





15 WEST 24th STREET, NEW YORK 10, N.Y 
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HERE Is A TIMBERTONE STRUCTURAL PAPER FOR EVERY DISPLAY NEED. SEE YOUR JOBBER FOR SAMP 
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HELISS MECHANICAL CHRISTMAS WINDOWS 
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Crowds waiting to see Macy's 1946 Christmas mechanical windows produced by Bliss Display Corporation. 


FOR CHRISTMAS 1947 
THE BLISS MECHANICAL DOLL HOUSE 


LOADS OF EXCITING ANIMATION IN EVERY ROOM 


Chock full of Christmas Spirit in ACTION . . . to charm and thrill 
every boy, girl and grown-up in your city. This 8 feet high, 8 feet wide, 
3 feet deep, solid wood house has a completely furnished living room, 
dining room, kitchen, playroom and bedroom. Every last detail minutely 
finished in the famous Bliss Display technique. A houseful of life-like 
children, (Boys and Girls) authentically costumed in style-right clothing .. . 
are actually giving presents, dancing, cooking Christmas goodies, playing 
with dolls, trains, etc. A VOLUME SALES-PRODUCER OF TOYS AND 
STORE-WIDE GIFT MERCHANDISE. 


DESIGNED TO FIT YOUR NEW POST WAR BUDGET 


WRITE OR WIRE TODAY FOR DETAILS AND SKETCHES 
EXCLUSIVE TO ONE STORE IN EACH CITY 


BLISS DISPLAY CORPORATION 


7a DIVISION OF VISUAL MERCHANDISING - 460 WEST 34th ST., NEW YORK 1 


ae 
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WHAT THE WELL DRESSED 
DISPLAY WILL WEAR 
THIS CHRISTMAS! 


ENTLEE. America’s leading producers of glass tree 


1 

ornaments, presents a complete line of mirror-finish 
glass balls, canes, pendants, candles, tree tops and 
bubble wreaths in a veritable rainbow of colors. Stripes 
and solids, standard Christmas shades and pastels — 
RED, SILVER, BLUE, GREEN, GOLD, CERISE, ICE BLUE, 


CHARTREUSE, LAVENDER, COPPER. 


+ 


“A - 
i tlew dj Ask to see our 
ishaly | GIANT GLASS 
= mi % DISPLAY CANES 


MBO, TWIRLER, ETON 


nd SWAGGEF 


fA 
a ; 
4 ee 
Full line of colors. Lengths from 12 to 36 inches. 
2 om Diameters from % inch to 1 inch. Illustrated in the 
SF 


catalogue. 













, NEW YORK 10, N.Y.* Phone:'MUrray Hill 3-0816 
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Land, Mintle Lig” 
THE FAMOUS 
KENTLEE 


BUBBLE LIGHT 


helps your display to lead 
customers right into the store. 


The fascinating Bubble Light in 
this gorgeous Christmas Wreath 
's exclusive with us! A wonder- 
ful ‘‘dresser-upper’ for the 
colorful Christmas window! 





Write, phone or wire for our catalog ! 
Ilustrated in full color! 
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MADISON! 


from the top of her head 
to the tip of her toes... 


NEW MAKE-UP to highlight the ; 


manikin’s own features ... dura- 














a NEW WIGS made exclusively for 
each figure. , 
ble . . . waterproof. 


SKIN TONES from a 4 


wide selection of colors. 


ARMS and HANDS 
tested for fit. Every 
lock tested . . . ad- 
justed. 


EXPERT REPAIR of all 
breaks, chips, holes, gashes 
and cracks. 


e@ Rear rod seats made secure 
e@ Bases and rods tested and adjusted 


e Missing and non-repairable parts 
replaced at nominal cost. 


e Repairable wigs renewed, if de- 
' MANIKIN and sired 
STAND tested and ad- 


a e Special promotional ideas executed 
justed for correct 


, 


MADISONIA 


164 WEST 25TH STREET NEW YORK CITY 1, NEW YORK 











PRISCO 


i 


MANNEQUIN 
x 


Visco (F 

= SASCO Yoos, 
293 SEVENTH AVENUE, 8th FLOOR, NEW YORK 1 

CREATORS AND MANUFACTURERS OF MANNEQUINS SINCE 





1909 
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CUSTOM DRESSED FIGURES 














DEX OPRAAM Yl AV gE MREDLPAVN aly CORP. | 


27th STREET at 9th AVENUE, NEW YORK 1, 
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WALTERS DISPLAY nc. 


ADJUSTABLE ELF 


° 


“ADJUSTABLE CLOWN 


"CHOICE OF COLOR ON SANTA 


All WHITE 
GREEN and WHITE 
RED and WHITE 


Rich colorful satin costumes 


WALTERS DISPLAY Inc. 
315 East 85th Street 
New York City 28 


REgent 7-7060 


1 adjustable Clown $37.50 
1 adjustable Elf . ee. . $45.50 
1 adjustable Santa Claus. . $49.50 
1 hollow composition Stove. . $15.50 


COPYRIGHT ON ALL FIGURES 


SANTA anes Seeman . 





1947 

















1947 © 
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SHOPPERS 


— 


i 


you'll agree... sasieanien 


MANAGER 


they are DISPLAY PERFECTION 


NEW STRUCTURAL DISPLAY MATERIALS 
SEND FOR OUR DESCRIPTIVE FOLDER 


THE REYBURN MANUFACTURING CO., INC. 


MAIN OFFICE, PHILADELPHIA 32, PA. 














FACTORIES: PHILADELPHIA, PA., ROYERSFORD, PA., CHICAGO, iLL. 
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our fall and christmas display line... 





WE’RE SHOWING EVERYWHERE! 


At our three main branches in New 
York, Chicago and Los Angeles — at all 
Maharam jobber agencies countrywide! 
The largest assortment in our history of 
Fall and Christmas display Fabrics and 
Accessories is now available! Contact 


your local jobber or nearest Maharam 





Branch. The Maharam organization is 


ready to give you every possible service. 





“The House of Service” 





F 
130 WEST 46th ST., NEW YORK 19,N.Y. 
CHICAGO ST. LOUIS LOS ANGELES 
6 East Lake St. 927 Century Bldg. 1113 So. Los Angeles St. carpesat 
OF peoruat 








ae 








SAMSON Display Fixtures Are Sold 
Only By FREN-ZEE Associates 








The new SAMSON trouser display method may be used 
as a double row rack as illustrated to the right, or as a 
single row rack (not illustrated) to be used against the 
wall. You may also purchase the HANGERS, TUBING 
and BRACKETS to build into your own cases as illus- 
trated to the left. This new method elimi- 
nates unused HANGERS on your rack 
and facilitates keeping correct sizes in 
order. Trousers may be easily shown 
without removing them from the hanger 
by simply lifting the pistol grip holder. 
THESE racks are finished in platinum 
grey enamel, and the HANGERS and 
TUBING are finished in satin nickel. 














No. 10—Double 6 ft. rack with 150 hangers .... $77.50 
No. 11—Double 4 ft. rack with 100 hangers ... 61.50 
No. 12-—Single 6 ft. wall rack with 75 hangers . 52.75 
No. 14—Single 4 ft. wall rack with 50 hangers ... 45.00 
Extra hangers 25¢ each Satin nickel tubing 60c per ft. 
End brackets for double cabinets ee eer $3.00 each 
End brackets for single cabinet ere 2.00 each 
Center supports 4.00 each 


IMMEDIATE DELIVERY (7 : — 
For further details write to Department DW Store Planning Division. B nace No. 10 


IF 


STORE EQUIPMENT AND FIXTURE COMPANY 
MAIN OFFICES 223 ORANGE STREET, NEW HAVEN, CONN. 
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The Friendly Display News Digest 
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| PEPPERMINT 
4 TUBES ano CANES 


FOR WINDOW AND INTERIOR TRIM 


Full tubes come in the following standard lengths only. For orders 
less than $5.00 there is a Handling Charge of 75c. 


PEPPERMINT TUBES 


Lengths Diameters: 2" 7 4" 6" 

3 ft. $ .50 $ .75 $ .85 $1.10 

6 ft. 1.00 1.50 1.70 2.20 

9 ft. 1.50 2.25 2.55 3.30 

12 #t. 2.00 3.00 3.40 4.40 

PEPPERMINT CANES CANDLE UNIT 
Diam. Length _—Singly Dozen 5' High, 2" Dia. Complete 
“ee 3 ft. $3.60 $ 39.00 with Plaster Flame and Base— 


" 31% tt. $5.40 $ 58.20 $7.50 ea.; $42.50 per % doz. 


units. Plaster Flame Dimen- 


3 
4" 5 ft. $6.60 $ 72.00 sions II" High, 3" Dia. at 
6" 6 ft. $9.60 $102.00 widest point. 

All Prices F. O. B. Cleveland 


We can assist you in other display problems and materials — write us, or see your nearest dealer. 


MUTUAL DISPLAY MFG. CO. 


1101 POWER AVENUE CLEVELAND 14, OHIO 














Genuine, Fine Woodgrain Patterns in Sheets 
Size 34” x 48”... only $1.35 each! 


Illustrating beautiful graining in full 


n 
sheet of RD casseced alnut, Dark. 














Quartered Walnut, light, as used in os , 2 
paneling background of fine men’s wear Apply WLS wood grained Structural Papers ever 
stere window, stimulates actual wood grain. any flat or curved surfaces. Kenew the beauty of old 


fixtures, wall surfaces, windows, columns, clevators, 
showrooms, partitions, bases, pedestals, exhibits 
«++ yes... most everywhere. Adheres smoothly to 
surfaces, gives appearance of genuine, fine grained 
woed finishes. Is sun fast and waterproof, will clean 
with soap and water. Cellulose surface gives luster 
of genuine wood finish, protects surfuce against 
soiling and scuffing. 





Choice of following 
woodgrain patterns 
SP-100 Burl Walnut SP-105 American Walnut, Natural 
Brown 


SP-102 American Walnut, Freach 
Brown 


SP-107 Quartered Walnut, Light 
SP-103 Americas Walnut, Hollywood Quartered Walnut, Lig 
f 


ay SP-109 Prima Vera 
SP-104 Quartered Walnut, Dark SP-110 Striped Mahogany 


Send for FREE catalog with 
actual swatches of each pattern. 


W. L. STENSGAARD AND ASSOCIATES, INC. 
346 N. JUSTINE STREET - CHICAGO 7, ILLINOIS 
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DISPLAY WORLD 


REQUESTS! REQUESTS! REQUESTS! 


We've been swamped with inquiries. More and more jobbers are realizing that no 
request is too large for them to fill. They were surprised at the cooperation and the 
tremendous facilities of our splendid organization at their disposal. Bring us your 
display problems . . . and get set for the most striking Christmas displays you ever 
had. Visit our mammoth showroom with your associate supplier . . . over 1500 


Yuletide displays on hand. 
NO CATALOGS NO TRAVELING SALESMEN 


CONTACT YOUR LOCAL JOBBER NOW! 


SELECT FLOWER AND DISPLAY COMPANY 
, Uanufachiers Impo LIU ALLE Ges yeas of ‘disfilay expfrertence 
1S -¥t7 WES? teen STRESS? - HEW pie 2 aw ae 
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wo New tems For Correct Display 


The Best Dustproof 


SKIRT and 
SLACK RACK 


On the Market 


Here it is. The newest, latest and 
best skirt rack on the market. The 
heavy plate glass top is modern in 
appearance and protects garments 
without interfering with display of 
the merchandise. It’s the last word 
in a rack merchandising unit. 
Bleached maple, large capacity, 
sturdy construction, and many other 
practical features. 48” high — 52” 
long. Equipped with either 100 
slack or skirt arms. Arms and clips 
chrome plated for long, trouble-free 
use. Complete 


*135.00 


JOBBER INQUIRIES INVITED 
€ 


The Heaviest 


PLASTIC 
HANGER 


Ever Made 


This new plastic hanger is the heaviest 
hanger on the market today and has all fea- 
tures necessary for use in up-to-date dress 
departments. Built so strong and heavy it is 
practically indestructible. Even heavy enough 
for coats. 17” long — notches on top and 
bottom, chrome plated hook. 


New Low Price 


JOBBER INQUIRIES INVITED 


NATIONAL 
HANGER CO., Inc. 


253 W. 26th St., New York City 1 


Representatives: Mr. Morty Fay, 17 N. W. 2nd 
Ave., Miami, Fla. Phone Number 25994 


Mr. Harry Intriligator, 60 South St., Boston, 
Mass. Phone Hancock 0504 
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SOLID COLORS ¢ GENUINE METALLIC HOOKS 


ORDER NOW While Stocks Are Complete 





GLITTERING METALLIC 
FOIL PAPERS 


26" Width 


COLORS .. 


¢ Surprise Pink * Shocking Cerise 
eChartreuse ¢ Natural Gold 

¢ Turquoise ¢ Emerald Green 
e Coronet Red * Midnight Blue 
Silver Glow e¢lce Blue 

¢ Fuchsia ¢ Baby Blue 


lo yd. Rolls . . . . $2.00 
100 yd. Rolls . . . $18.00 


REAM ROLLS 


(Prices on Request) 


810 PENN AVENUE, 


sg LMR Ra ae a SE Same i xe 
ph fs if is Sra Re ee, BEE Bet Pe ae Re 


2%4"' Diameter 
$12.00 Gross 


2%"' Diameter 
$15.00 Gross 


2%" Diameter 
$18.00 Gross 







COLORS .. 
Surprise Pink 
Shocking Cerise 
Natural Gold 


eS: 





Our good fortune and yours! After 
last year’s spectacular demand, we 
set the wheels in motion for a 1947 
repeat. Now stocks are on hand for 
immediate delivery of these smart 
and gay metallic glass balls for your 
Christmas display at these low © 
prices. Don’t delay. Order today. 


Royal Purple Orchid 
Emerald Green Turquoise 
Midnight Blue Coronet Red 
Chartreuse Silver Glow 





LUSTROUS SATIN 
RIBBONS 


FOR DISPLAY 
& GIFT WRAPPING 


No. 3 %" 100 yd. Bolt . $3.50 


No. 5 ” 100 yd. Bolt . $4.50 


No.9 A" 50 yd. Bolt . $3.50 


No. 40 2%" 50 yd. Bolt $5.75 


No. 120 4'2" 50 yd. Bolt $8.50 


All colors available, including 
hues that harmonize and match 
with the metallic foil papers and 


metallic balls. 





Art R. Cohen Company 


MODERN DISPLAY EQUIPMENT 
PITTSBURGH 22, PA. 


Ee EOE aE EERE EE ORE BEES teas Re a age Nau ea FS ah NE OR a 
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THE ered yea I, 
CHRISTMAS DECOR TO Kl 


TTRACT Beaune 
FASHIONABLE WOMAN. 
Well )2 mel me et ey 
COLOR, MOTION AND LIGHT, 
LEO RUSSELL'S 
CREATIONS LEND 
EXCITEMENT TO 
SMART WINDOWS ACROSS 


THE NATION. f. 





e £8 
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¥ 
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EVER. THE FAIRY-TALE SERIES, ; 

MOUNTED ON ROTATING aif y 

PLATFORMS, DEPICT WITH i 

OUTDOOR SCENES Bala yaemtehad) 


CHILDREN, 


RICHARD ROWLAND, Inc. © 
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HE National Association of Display 
Industries opened its annual Market 
Week June 23 at the Hotel Stevens, 

Chicago, with the largest exhibition of dis- 
play materials and equipment ever seen in 
one location at one time. One hundred and 
six firms participated in the showing and 
their wares ranged from the tiniest Christ- 
mas tree ball to an elaborately mechanized 
Santa Claus and eight reindeer soaring 
across one entire wall. 

Two questions which had been on the 
tip of each exhibitor’s tongue for weeks 
before the show were quickly answered: 
There was a record attendance of display- 
men from all parts of the country, and most 
of them were buying; the buying, however, 
was definitely of a careful nature and in 
striking contrast to that of the war years 
when almost anything was snapped up if 
delivery could be guaranteed. Also the 
purchasing was “spotty”, with some manu- 
facturers reporting “exceptional” — sales, 
others “all right’, and others “poor”. In 
the final analysis, it is likely that the large 


Market 


majority of those showing did a satisfactory 
amount of business. 

As for the attendance, figures released 
by George Silvestri in his presidential re- 
port to NADI members later in the week 
are as follows: retail displaymen registered, 
2,981; guests, 918; jobbers, 318; manufac- 
turers, 816. Total registration, 5,033. 

As displaymen went from booth to booth 
in the Stevens’ sprawling exhibition hall, or 
visited the showings on the mezzanine and 
the display rooms on two other floors of 
the hotel, they found that prices were much 
in line with those of last year. Many com- 
mented on the fact that better quality work- 
manship and materials were evident and 
that more new ideas and treatments were 
presented than in previous shows. 

Delegates were appreciative of the fact 
that the entire exhibition was held under 
one roof, but manufacturers were frank in 
saying that neither they nor their custom- 
ers like the idea of showing in semi-enclosed 
booths instead of rooms. Among other ex- 
hibitor criticisms was the amount of selling 
time lost because so many displaymen had 
to spend considerable time attending store 
group meetings, and because the exhibit hall 
was closed during the Chicago Display 
Club’s special meeting on Monday after- 
noon. Displaymen pointed out, also, that 
the vastness of the show was a bit con- 
fusing and that considerable time was spent 
just in getting an idea of the location of 
exhibitors and in comparison shopping 
among such a number. 

At the annual meeting of NADI members, 
to be discussed later in greater detail, 
Sylvan Freund was elected president of the 
association; he is with Decorative Plant 
Corporation, New York City, and succeeds 
George Silvestri, Silvestri Art Manufac- 
turing Company, Chicago, who had held the 
‘fice for the past two years. 

Approximately 500 attended the meeting 
irranged by Les Barofsky, president of the 
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Chicago Display Club, for the afternoon of 
June 23. With Robert O. Johnson, display 
director for the Commonwealth Edison Com- 
pany, Chicago, as chairman, several speakers 
were presented. The first was General 
Jacob L. Devers, commanding general of 
the U. S. Army Ground Forces, who paid 
public recognition to the display profession 
for its war-time efforts on behalf of various 
patriotic drives. His talk was broadcast. 

Kenneth C. Welch, vice-president of the 
Grand Rapids Store Equipment Company, 
Grand Rapids, gave a detailed discussion of 
light and its application to display. His 
talk will be published in full in the next 
issue of DISPLAY WORLD. 

Displaymen attending the NADI Market 
Week were invited to sit in at a display 
session held by the Sales Promotion Divi- 
sion of the National Retail Dry Goods As- 
sociation at the Palmer House on June 26. 
Outstanding on the program was the report 
by Howard M. Cowee, of New York uni- 
versity’s School of Retailing, on the display 
research program being conducted by the 


latter in conjunction with the NRDGA. 
Some 200,000 shoppers have thus far been 
observed, Cowee reported, in 13 locations 
in five stores in New York City, Cincinnati, 
and Jamaica, L. I. Thirty-seven interior 
displays in 13 departmental locations have 
been used for the research. 

“Of each hundred people encountering an 
mterior display,” Cowee stated, “one-fifth, 
or 20, will look at the display, 10 will stop 
before it, and fewer than one person will 
buy.” 

The importance of good interior display 
was stressed when Cowee mentioned that 
one test display had caught the attention 
of as many as 60 out of each 100 passersby, 
whereas another had attracted the eye of 
only nine. 

Other speakers were Ralph Gollahon, in- 
terior display director for Shillito’s, Cin- 
cinnati, and Carl V. Haecker, assistant sales 
promotion manager for W. T. Grant Com- 
pany, New York City, both of them urging 
the need for continuing display research. 

Members of the International Association 
of Display met briefly during Market Week 
and reelected Joseph Apolinsky, Loveman, 
Joseph & Loeb, Birmingham, to the presi- 
dency. Plans were made for a new organ- 
ization to supplant the IAD, to be called 
the National Association of Display Di- 
rectors; details are given in Apolinsky’s 
report elsewhere in this issue. 

The board of directors of the Southern 
Display Association also got together dur- 
ing Market Week and selected the week of 
April 6, 1948, for the third annual SDA 
conference, to be held in Memphis under 
the guidance of Louis Booth, Lowenstein’s, 
president of the group. The Peabody hotel 
will be able to provide space for about 70 
exhibitors, Booth announced. E. T. Joiner, 
also of Lowenstein’s, was elected chairman 
of the SDA board of directors. An honor- 
ary life membership was voted to Frank 
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—Sylvan Freund— 


Week Makes History 


Vermilye, former president, who is with 
Maison Blanche, New Orleans. 

At the membership meeting of the NADI, 
held on Saturday, the following were elected 
officers: President, Sylvan Freund, Decora- 
tive Plant Corporation, New York City; 
first vice-president, Trowbridge H. Stanley, 
L. A. Darling Company, Bronson, Mich.; 
second vice-president, Earl Gasthoff, Earl 
W. Gasthoff Manufacturing Company, Dan- 
ville, Ill.; treasurer, Richard Adler, Adler- 
Jones Company, Chicago; secretary, Albert 
Bliss, Bliss Display Corporation, New York 
City. New members of the board of di- 
rectors are I. T. Vierheller, Garrison-Wag- 
ner Company, and Alvin Mendle, American 
Fixture & Manufacturing Company, both 
of St. Louis. 

Four new members were admitted into 
the association, to bring the total number 
of firms in the group to 126; the four are 
Duran’s Style-Rite, New York City; Ever- 
etts, Frederiksen, Soper Company, Inc., 
Kansas City; David Hamberger, New York 
City, and Wolf & Vine, Los Angeles. 

A report by the treasurer showed a total 
of $5,492 spent for advertising in various 
publications during the past year in the 
continuing program to advance display. It 
was voted to continue the advertising cam- 
paign for at least the next six months. 

The association had $9,572 on hand as of 
June 25, 1947, the treasurer’s report revealed. 

Discussed at this meeting was a plan for 
the appointment of a managing director for 
the NADI, and it was finally agreed that the 
president should appoint a committee to 
study this idea further. 

An unofficial Market Week will be held 
in New York City in December, with local 
firms exhibiting in their showrooms and 
out-of-town manufacturers showing in sam- 
ple rooms at the Hotel New Yorker. The 
same hotel, plus the Manhattan Center next 
door, will be the scene of the regular June 

[Continued on page 76] 
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N order to avoid the pitfalls of 
uninteresting windows due to overempha- 


twin 


sis on sales merchandise, or crowd-stop- 
fail to 
display director at 


ping windows which selling 


carry a 
message, Ralph Egurola, 


\. Steinield & 


worked out 
a double emphasis planning system to avoid 


Co., Tucson, has 


eoing overboard on either extreme 

In general Egurola’s system consists sim 
ply of combining the right props with the 
right merchandise for sales-angled displays 


In particular, in order to assure maximum 


RS 


effectiveness for his windows, he has evolved 


i technique which goes a long way toward 
ming out some of the most prevalent dis 
play headaches. In capsule form, his formu 


something like this: 


1. Planning—the tl 


advance 


eme for the windows 


settled months 1n 
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The actual work gets under way a month 
and a half before the windows 
The theme, pre-chosen, so that 
one settled without 
The first planning step, then 
is a meeting at which all buyers and depart- 
ment together what 
will be featured in the windows. 
\vailability of merchandise 
then the display 
selected 


will go in. 
Rodeo, is 
element is already 
further effort. 
heads get and decide 
merchandise 
is checked and 
department goes over the 
the The 
basic color schemes are thus determined be- 


items, charting colors. 
fore a thought is even given to backgrounds 
and props. 


\t this 


play 1s to run are 


meeting the dates the dis- 
also settled. 

Egurola begins the 
Working mainly 


multitudinous day-to-day 


initial 


Phe conterence over, 


reative part of his job. 


at home, since the 


FULLY, 





Rodeo Time At Steinfeld’s 


) 


Planning—the featured merchandise de- 


cided upon and checked for availability 


1] advance 


veeks 


3. Planning—the dates the windows are to 


run determined weeks in advance. 


props and backgrounds pre 


vared weeks in advance 

5. Planning—every detail of the window 
( isplays sketched to scale before going 
i ead 

6. Planning—the displays and display 
cards coordinated with other promotional 


especially newspaper advertising 


and in-store 


| displays 
Phe efficiency of Egurola’s planned tech 


nique may be readily examined in almost 
any of Steinteld’s major display events. The 
store’s annual rodeo windows offer a good 
example. Since Rodeo Week in) Tucson 


ranks as a merchandising event on a= pat 
with Christmas, the 


vell as all 


promotional job 


display department, as 


others mothe store, 


strives for a 


Supreme 


By AMOS TAUB 








tasks of the department. fully 
mind at the store, he begins sketching sue- 


gested treatments for the displays, based on 


occupy his 


the overall rodeo theme. Experimenting 
with the most promising ideas, he works 
out backgrounds and mannequin arrange- 


ments for each of the windows in the group. 
\t Steinfeld’s, six 
Stone 


large windows facine 


three smaller 
double window, 
must be included in a major promotion. In 
addition, the more windows 
on the side of the building which are usually 
handled independently. 

His preliminary sketches completed, Egur- 
ola brings them to. the 
them with his 


avenue, plus entrance 


windows and one corner 


store has nine 


and discusses 


three 


store 
staff. The permanent 
—Ralph Egurola leans on a convenient prop 
while revising a window floor plan, in the 
photograph above. . . . Center, Steinfeld's 
rodeo windows have a constant emphasis on 
merchandise against heavily atmospheric 
props and backgrounds. . . . Left, the main 
corner window highlights Western wearing 
apporel— 


‘oa? 
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Right, standard leisure merchandise given 
Western touch by the use of appropriate 
ops. Smaller items are on the branches of 
native palo verde tree, while others hang 
»m ocatillo branches and rest on a barrel 
i ictus. . . . Center, Western props are par- 
i -ularly suitable for men's wear; here is used 

calfhide, wagon wheel, skeleton saguaro 
xctus and "'monkey-tail'’ cactus. . . . Below, 
jurola and his two chief assistants put the 
finishing touches on the rodeo window props— 


time members — card-writer, artist and 
layman — make suggestions according 
heir own special fields of knowledge and 
t the detailed sketches are drawn. 

ese detailed drawings, which will serve 
Jlueprints for all the work to follow, are 
two kinds: (1) set pieces, designed for 
kgrounds, which are drawn to scale with 





dimensions carefuly indicated; these are 
turned over to the two carpenters always 
available on call; (2) floor plans for each 
window in’ the series; these sketches are 
kept in the display shop and referred to 





mstantly during the course of the succeed-, 
ing weeks’ work. Included on the floor 
lan sketches are notations for the lighting 
each window, as well as indications for 
position of background pieces, special 
ps, mannequins, and merchandise. 
While the set pieces are being constructed, 


urola sets about gathering the necessary 
ips. The rodeo theme, with its accent 
Southwestern life, calls for numerous 
tus and other regional plants. The dis- 
vy staff therefore heads for the desert 
tside Tucson to secure props first hand. 
veral laborious trips, each including hours 
searching, usually are required before 
t the right cacti and other desert plants 
found to fit the window designs. 





he armored nature of cactus props 
‘es necessary a special set of materials 
experienced technique in the handling. 
e a careless blunder in the neighbor- 
d of a spiny desert giant can disable a 
n for a week, wires, ropes and leather 
ves are important items of equipment on 
-e prop-hunting trips. 
Vith the props and set pieces finally at 
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hand, the work becomes localized in_ the 
display shop. Known as the “Stone House”, 
the department headquarters are in a back- 
stage-like stone building behind the main 
store. Here, the job goes on amid an organ- 
ized clutter of old props and backgrounds 
including such items as totem poles, wagon 
wheels, giant candles, and what have you 
plus stocks of colored papers, bolts ot 
cloth, paints, lumber, colored sand and 
pebbles and all the other materials of dis- 
play. The shop is further crowded by a 
set of power tools, saws, saw-horses, drill 
press, two compressors and five spray guns. 
By this time, the partially completed rodeo 
displays add to the general welter of ob- 
jects, but the display workers thread their 
way around with expert ease. A painter, 
available on call, now joins the two car- 
penters and the full-time staff members. Th 
props are now painted and pruned, the set 
pieces assembled and all mechanical work 
completed. 
Two more. part-time workers, heavy 
laborers, join the department when the time 
[Continued on page 84] 
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os Angeles Reporting 


By JOHN L. COONEY 


EPEND On Desmond's” was the interior displays throughout the entire store. set about 2 feet behind the surface of the 
title of Harold Kelly’s very digni- Natural oak props and colored transparen- glass, gives a shadow-box effect to Bullock’s 
fied window at Desmond’s. The _ cies lighted from behind were used. windows and in this display the fishing net 

entire window seen above was done in nat Copper and white against a turquoise’ was carried to the side of the window, fas- 
ural oak. On each side of the window, four background was the color scheme used by _ tened to the front of the wooden frame, and 
natural oak louvres ran from the Mrs. Laura Wallbridge for her series, then allowed to drop to the floor. The dis- 

large oaken fern and cactus containers on “White With Copperskin’, at Bullock’s. play card fastened to the net was copper, let- 
floor to the ceiling. In the center, a White paper seashells, with copper tones, tered in white. White seashells with pale 
large rust-colored shadow-box was fastened were fastened to the background as seen in copper tonings were dry-brushed onto the 
to three oak louvres which stretched from the second illustration. A brown fishing net display card. White sand was used on the 
the floor to the ceiling. The shadow-box was fastened to the ceiling, dropping in floor. The mannequins, of course, were 
ramed a large colored transparency of graceful folds partially to obscure one of the dressed in copper and white, with copper 


Catalina island; this transparency was two mannequins. A large wooden frame, and white accessories. 
lighted from behind, giving a three dimen Stuart Raymond’s “Emeraude” window at 


sional effect. A small natural oak table at —Above, by Harold Kelly, Desmond's The Broadway was a three-dimensional re- 


one end of the display held suitable acces Lower left, by Mrs. Laura Wallbridge, Bul- production of the ad which appeared in 
sories. The theme, “Depend on Desmond’s”, lock's. . . . Lower right, by Stuart Raymond, Harper’s Bazaar. The background was 
was carried out in all the windows and the The Broadway— formed by a large sheet of white seamless 
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paper, placed at an angle, on which was 
sketched, poster-style, a curving stairway 
ind the walls of a room. At the bottom of 
the stairway was drawn the figure of a man 
in a white tie and probably tails, although 
t was only a “bust portrait”. A manne- 
juin dressed in a lovely formal (and no 
loubt liberally doused with “Emeraude” per- 
were halfway 
platform had 


shown as if she 
stairs. A small 


lume) Was 


lown the 


heen placed under the seamless paper, and 


the mannequin standing on it, giving 
the illusion that she was coming right out 
Y the ad. 
the seamless paper read, “Emeraude — The 
Fragrance”. The Coty trade-mark, 
ilso in  emerald-green cutout, rested 
igainst the bottom roll of the paper. Green 
ind ivory were used on the floor. 
\ copy of Harper's Bazaar, open to the ad 
eproduced by the window, was on the floor. 
On one side of the display a large mounted 
white satin 


was 
Emerald-green cut-out letters on 


lewel 


squares 


emerald” was pinned to a 
square edged in white satin rope. 

At Bullock’s-Wilshire, Display Director 
William Blackburn did an outstanding ser- 


ies of playclothes windows, two of which 











—Upper left and center, by William Black- 
burn, Bullock's (Wilshire). . Upper right, 
by Mary Kay Kerwin, Haggarty's— 


are pictured at the upper left and center. 
The mannequins all wore printed chintzes 
and striped cottons and were placed in a 
picnic setting as if on a holiday weekend. 
The top of each window was painted sky- 
blue. Irregular mounds covered with grass 
mats and large branches of real trees were 
in each setting. The mannequins were seated 
in all of the windows, and, in some of the 
displays, active children added to the gay 
holiday tablecloths with 
paper plates and picnic lunch baskets and 
accessories emphasized the picnic atmos- 
Real rocks, live flowers and gnarled 
desired 


scene. Checkered 


phere. 
tree stumps helped to portray the 
outdoor effect. In commenting on this series, 
Blackburn said, “I feel that the outstanding 
feature of this 
figures 


individual series was the 


use of all-seated throughout the 


complete stretch.” 


—Left, by Mrs. Laura Wallbridge. . . . Right, 
by Stuart Raymond— 





“The Suit that came to dinner—accom- 
panied by the Prettiest Blouse” — so read 
the display card used by Mary Kay Kerwin 
in her colorful window at Haggarty’s. A 
large sheet of construction board, reaching 
from the floor to the ceiling and extending 
to both window area, was 
painted a sand color and simulated the wall 
of a restaurant. A window 
construction board, through which a manne- 


sides of the 
was cut into the 


quin could be seen seated on a sand-colored 
wicker chair at a sand-colored wicker table. 
\ bright green and white construction board 
awning shaded the window. The background 
behind the mannequin was covered with a 
patterned wallpaper. Shutters and_ bricks 
were painted in white. The painted green 
vines and multi-colored flowers added to the 
color attraction of this window, which is 
pictured. 

Large colored pictures, the scenes of the 
West best-loved by vacationers, were used in 
the background for Mrs. Laura Wallbridge’s 
“Vacations Ahead” Bullock’s. 
Two mannequins, one large 
piece of aluminum luggage, the other stand- 


[Continued on page 103] 
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deal Department Layout 


By Harry Lando 


PARTMENT stores are mannequins and props in partitioned corner 

lous of every inch of space. Non the disarray caused by lack of 
¢ departments are crowded de space and finally 
edly into nooks and crannies. 


notoriously cubicles holding usually dim and dark. 
storage Out of this widespread situation has 
reach the office in some grown what is known among displaymen 
around the country as “the display director’s 
dream”; a daydream concerning — space, 
space, and lots more space. 


is particularly true of display de —The new display department layout at 
~which have no direct contact with McCreery's facilitates the production of such 
the general publi displays as these. . . . Upper left, one of a 


: : ; Sara “Let’s see... I'd have a storeroom for 
It is ommon for the untor series featuring vacation apparel inspired by props over here . . . about a_ thousand 
| rr Gaspe fishermen. Natural sand, real fish net ae : ee aR re Y 

forced, in order to : : square feet ... and over here, I'd have... 

, and an ancient wooden pulley are the prin- oe : 
il, to ride the eleva * ‘ : Truly, a lovely dream; one with which to 
cipal props. . . . Upper right, a furniture : : : : 

to walk up a flight siiidlnass Lower left, an elaborate display spend many a pleasant evening poring over 
Sor the "Mente Casie” baties. . . . kao imaginary blueprints, and mapping changes 

right, one of a group of displays observing to be financed with an imaginery budget. 
McCreery's 109th anniversary— It 


hread their weary paths 
corridors, past endless storage 
stumble at last into cluttered happens, however, that just recently 











Lv, 2 9e2 


Right, cutouts of circus figures were used 
this display of ‘'Crackerjack" cosmetics; 
figures are decorated with wire frames 

4 colored paper balls. Woven mats are 
the floor. . . . Center, the oversize "band- 

x" is painted with stripes of pale and dark 

ay. A metallic paper bow and red roses 

jorn the box, from which figures emerge to 
play the featured blouses. . . . Below, this 
ckground is copied from a Dali painting; 
irge pearls are mounted on the wall and 
rinkled about the floor. "Desert Flower" 
perfume is the merchandise— 


lisplay directors’ dream was turned into 
ilitv. The store is McCreery’s; the city 
ew York; the display director who still 

entirely believe his good fortune is 
rt L. McCorkle. 

\icCorkle, a veteran of 12 years with 
v's, had only been McCreery’s display 
tor for about a year when the miracle 

to pass. The department was located 

in the usual out of the way spot, in this’ case 
on the 10th floor, and all of the usual space 
difficulties plagued the personnel. 

lhen the miracle happened, a short time 
The powers-that-be at the store de- 
d to make some rather far-reaching 
nges. And included in their decision 
the almost unheard of proposition that 
display department should have space 
ewhat in proportion to the integral part 

hich it plays in bringing about the success 
other departments, and hence the suc- 

s of the store as a whole. 

In line with this decision a startled and 

1appy McCorkle was led into the air-con- 
ioned basement and shown an area of al- 
most 6,000 square feet. A nice, wide stair- 
was located on one side, and _ the 
‘ht elevator bordered the other side. 
“Figure out what you'd like to do with 
the space; get some blueprints made and 
we'll get to work as soon as you are ready,” 
he was told. 
Which is how it happens that a factual 
| truthful article can be written about a 
director turned loose with all the 
he could possibly ask and the power 
do with it as he saw fit. 

“My first idea,” says McCorkle, “was to 

nd anything elaborate and concentrate 

rictly on the functional aspects. 


“Unfortunately, nothing is perfect; not’ 


na setup whereby the display department 
permitted to plan its own layout. There 
e certain disadvantages to our location. 
instance certain spots were noisy and 
had to locate the offices away from these 
es. And there were low pipes beneath 
ceiling in other places, which meant that 
ge props could not be handled in these 
But while these disadvantages made it 
ssary to build our department with the 
sting layout in mind rather than strictly 
afford the utmost in convenience for 
vbody concerned, the drawbacks were 
ntially a minor matter compared to the 
lv wonderful amount of space we had 
ur command.” 
he first idea to appear on the first rough 
ving was that of private offices for all 
le doing responsible work. It has long 
McCorkle’s contention that privacy 
away from the general bustle and confu- 
of the department . . . would result 
etter and faster work on the part of all 
[Continued on page 92] 
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ew York Displays 


HILE luscious red, red watermelons 

with black seeds and gay straw and 

raftia farmerettes intrigued — the 
pectator in three Macy windows, there 
vas really more to the story than met the 
( The copy used by Display Director 
John R. Foley read, “Water - r - r - melon 
n picked fresh from a water color 
for Macy’s new compacts and cigarette cass 
design.” The water color referred to, how 
ever, was painted by Robert Purdy, a well 
known figure in the display estate, who took 
for his inspiration a Macy furniture window 
showing a watermelon centérpiece on a 
black and white checked tablecloth Sub 


sequently, the watermelon painting complet 
with black and wihte cloth frame was in 


cluded in’ Purdy’s one-man 57th © street 
show. Immediately this painting evoked 
such interest that its design was adapted 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


for the new compact and cigarette cases, 
which are displayed in the foreground 
against the folds of the black and white 
fabric and also on the cut watermelon. 

\ watermelon patch was further suggested 
by the rustic fence intertwined with melon 
vines having green metallic leaves. The 
black and white fabric pattern also appears 
in handbags and bras, one worn with green 
shorts by the figure to the left. Brown peat 
moss on the floor and monster lady-bugs 
add the outdoor touch, while a pink glow 
dves the backwall 


—Upper left, by John R. Foley, R. H. Macy & 

Co. . . . Upper right, by Robert McCorkle, 

James McCreery's. Lower left, by Don 

Rose, Bloomingdale's. Lower right, by 

Winston Jones, Franklin Simon.... (All photo- 

graphs by courtesy of Virginia Roehl Studio, 
New York City)— 


Delightful holiday adventures were as de- 
lighttully Display Director 
Robert McCorkle in a James McCreery win- 
dow (second photograph). These -iterest- 
ing details which appeared on the June 
cover of “Holiday” magazine were faithfully 
reproduced on a large screen which made 


depicted by 


background. The seashore, sailing, summer 
theatre and all manner of things to do and 
places to go were represented by colorful 
cutouts of wallboard combined with a 
variety of materials. These were mounted 
on a frosted glass panel which was_ sub- 
divided into sections by gray and_ white 
Silver foil and lights placed 
back of the screen gave added sparkle and 
lite. The girls dressed in “holiday white” 
stood on a golden sand beach on which also 
appeared large pieces of driftwood. The 
davs of the week were indicated across the 


wood strips 
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) of the panel in yellow cutouts. 
Bride was radiant in 
e Pink” “the happy choice of bride 
bridesmaids” and for this happy occa- 
occupying the spacious corner window 
Bloomingdale’s. Display Manager Don 
se advantageously carried out the named 


June “Ro-, 


lor in details of the setting. The bride, 


vned in pink satin, greeted her attendants 
ma pink brick terrace which had a deco- 
ve awning of pink net while the color 
ne was further carried out in the soit 

tubs for palms and growing plants and 
in appeared in the finish of the wrought- 
Gold threads were woven into 
hair of the soft pink-tinted 
s, whose eyelids and brows were touched 


railings. 
manne- 


gold. The green of the grass served 
set off the carefully carried out display. 
Pastorale ... ” was the headline used 
Display Director Winston Jones in the 

copy at Franklin Simon’s definitely to 
the mood for the display. The copy de- 
ptively continued, “Lyric cantatas relat- 
to rural life, composed in summer haze, 
er color chambrays”. The graceful 
nder willow tree, of papier mache, leans 
ve the scene composed of three laven- 





der-frocked figures posed in a garden; the 
ground of which is softly deep in pink, blue 
and white “snow” that has the appearance of 
a drift of flower petals. Even the wicker 
chair is painted in a repeat shade of the 
lavender. The backwall was black and the 
forward frame was finished in gray. The 
adjoining three windows similarly featured 
blue, pink and gray dresses in settings which 
matched the chosen color 

A nautical note was apropos of “the newly 

good decor in 
sonwit Teller’s. 
Spanish 


important summer sweate! 
(and out) of the sun” at 
All the 
were perfectly executed in pure white paper 
sculpture, as pictured. The nautical note 
appeared throughout the series of eight win- 
dows where Display Director Gene Moore 


intricacies of a galleon 


used these five-foot symbols so realistically 
depicting an anchor, lighthouse, coral, forms 
of fish, and so on, for the featured beach 


fashions. The white shorts worn by the 


—Upper left, by Gene Moore, Bonwit Teller's. 

. . . Upper right, by Henry Callahan, Lord & 

Taylor. . . . Lower left, by Sidney Ring, Saks- 

Fifth Avenue. ... Lower right, by Louis Villela, 
B. Altman & Co.— 


figure in this illustration were accompanied 
by a navy blue sweater with accent of red 
silk scarf at the throat. The bright blue 
sky, suggested by the lighting, 
breezy day at the beach. 

The charm of the deep South, combining 
an abundance of Spanish moss with shutters 
and architectural fragments from the older 
New Orleans, made enchanting 
background in four Lord & Taylor windows, 


promises a 


section of 


one of which is shown above. Real oranges, 
spilling out of an overturned basket, made 
contrast to the 
indigenous to the 


glowing somber, curious 
Spanish 
moss, with blinds matching in tone. Pol- 
ished-up ordinary potatoes filled a second 
basket. In the adjoining windows Display 
Director Henry Callahan showed lemons, 
spilling from a basket; in another the pur- 
ple eggplant, and lastly red applies. The 
backwalls black and the 
quins’ brown and burnt orange dresses were 
“How-cool-in-the- 
shade look of cotton, deliciously dark”. 
“Bridal Traditions in Shimmering Rayon 
Satin — Sophie's Gown” was 
presented by Display Director Sidney Ring 
[Continued on page 100] 


gray tone so 


were manne- 


described by the copy: 


Legendary 










by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: Three units are noted in this display 
of slack suits for the college miss. 


Properties: A large apple tree is the center of 
attraction for the three mannequins busy picking 
apples. Mannequin to the right is perched on top 
of a ladder and the copy card is flanked at its 
foot. Other leisure clothes may be substituted for 
the slack suits. 














Arrangement: The third display features a ward 


robe for the grammar school group. It consists of 
one main unit with three mannequins posed within 
the unit. 

Properties: The little school house is placed at an 
ynale with a plaque over its door reading Miss 
Browr Grade School Three youngsters, two 


yirls and a boy, are posed in front. Copy card is 
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Arrangement: This display features the young high 
school girl's wardrobe and is also made up of 
three units. 


Properties: A bust of Caesar or other historical 
figure is posed behind a group of girls casually 
seated or standing. To the right a section of white 
brick wall covered with an ivy vine makes an 
attractive setting. Copy card is shown at lower 
right. 
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Arrangement: This display consists of several ele- 
ments forming a single unit. It is a promotion on 
the high school boy's wardrobe. 


Properties: Blackboard serves as background for 
this display. On it are listed a number of great 
inventions, the third one striking an amusing note. 
On the floor between the mannequins is displayed 
a small grouping of trousers, shirt, etc. 
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Arrangement: This special shirt promotion consists 
of several elements forming a single unit. The 
display is appealing and eye-compelling. 


Properties: An oversized apple rests on an over- 
sized book. Through the apple are thrust oversized 
pencils on which shirts for the young school boy 
are displayed. Copy card is shown at lower right. 








Arrangement: This display features sport sweaters 
for the college student. It is made up of various 
elements forming a single unit. 


Properties: A wood frame encloses a group of 
students all wearing sweaters designed for sports 
and the campus. College pennants are displayed 
behind them. Copy card is shown at lower right. 
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—In the stores surveyed, window display space 

is charged back to the various departments 

on a rental basis by Mandel's, Field's, 

Stevens’, New Boston Store and The Fair 
Store— 


HE large department stores along State 
street, Chicago, are in general agree 
ment on the fact that their windows 
facing along State street proper are their 
most valuable display area. There is good 
reason. As an example of that sort of thing 
there is the experience one store had recent- 
with a window set-up. The one in ques 
tion was a corner State street window, 
which means that it was visible from two 
sides and had a large display area. This 
special display featured cotton frocks, and 
remained in the window for a period of two 
weeks. During that time the department 
sold 6,000 of the cotton dresses! The only 
other advertising was a small ad which 
appeared the first day in the daily news 
paper. The department was swamped with 
customers who stated “I saw the dresses in 


the window 


lo come down to specif cases, the details 
for allotting this valuable display space 
varies from store to store, though actually 
State street display does tend by and large 


to feature fashion during most of the year 

\t Marshall Field & Co., where John 
Moss, Jr. is director of design, the overall 
lisplay pattern for the store 1s scheduled 


well in advance of setting up, so that there 


a more or less coordinated picture for thy 
store generally. Various departments — re 
quest display, and the space allotted for any 
display is charged back to the department 

featured on a= rental basis Phe rate 


All 


FASHION f 
COORDINATOR]. 
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Allotting and Charging 


us¢ d 


per day, with windows 


be ing 
1S the 


state 


display of wearing apparel. 
time factor, 
time any one display will remain in a win- 
dow, is determined by the display schedule. 


The 


space 


for such rental 


priced at a 
along the other streets on which 
the store faces. At Field's the space along 
street is primarily 


When a display 


stitutional in character 
no merchandis« 


ment, 


oti | 
pis 
MANAGER 


as is the case 


PLAY 


given over to the 


is arranged which is in- 


trom 











Christmas displays or those decorative in- 
terior displays through the center aisles in 
the State street or Wabash street sides of 
the main floor, the store, itself, absorbs the 
display cost through the general fund rather 
than charging it back to any one depart- 
ment. 

The decision for alloting the display space 
at Chas. A. Stevens & Co. is worked out 
through sales promotion meetings, where 
the various requests of the individual de- 
partments for window space are discussed. 
The space used for a display is then charged 
back to the department whose merchandise 
was used in that display on a rental basis, 
which rental is set-up on arbitrary figures. 
The display charges are entered against the 
day’s sales of the department, as are ad- 
vertising charges. 

The State street windows at Stevens 
as is the case with every other store facing 
along that street where there is any special 
rental charge being made for display space 
are considered the most valuable and are 
priced accordingly. It is interesting to note 
that since Bruce Elliot, the display man- 
ager for Stevens, divided the large island 
window into small panels on the State street 
side of the store, the arrangement has 
worked out so profitably that one depart- 
ment has been continuously using the back 
side of the island, finding that this pre- 
viously unused display area has paid off 
well 

John R. Cooper, display director for Man- 


—Half of the stores surveyed allot display 

space at conferences between display man- 

ager and department heads. . . . Two of the 

stores leave allotment up to the display man- 

ager, and in one store allotment is determined 

by the display manager and the store fashion 
coordinator— 
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del Brothers, has 31 street windows at his 
disposal with the 12 of those which face 
along State street being given over as a 
general rule to the display of women’s ap- 
parel and accessories. At intervals two of 
the 12 are used for the display of children’s 
wear and teen age promotion. 

Facing along Madison street, and also on 
Wabash, Mandel’s has a set of windows, oi 
which three small ones are given over to 
hardlines, such as home furnishings; nine 
others are allotted to the display of men’s 
wear, and one to boys’ apparel. 

For the most part, the scheduling of the 
space involved in all of the windows at 
Mandel’s is figured out by Cooper, working 
in conjunction with the store’s fashion co- 
irdinator. On occasion, special events of 
civic affairs require the display emphasis, 
thus tending to break into the fashion pat- 
tern, but for the most part the picture dis- 
lav-wise is fashion. 

\ny window space allotted to a particular 

artment is charged back to that depart- 
ment on a rental basis, at a rate fixed by 
the store’s accounting department and based 

window position, size, and _ traffic. 
Interior cases belong to the department 
vhich they are housed. 

arson Pirie Scott & Co. is currently 
king a study of methods of charging for 

use of window space, in the hope of ar- 
ng at a system for handling this problem 


ch will provide a fair method of allotting 


—Interior display space allotment is handled 

n a more liberal basis in the stores dis- 

cussed here, usually a request by the depart- 

ment head being sufficient. While window 

Jisplay space is charged back to the depart- 

nent, as outlined, no charge-back is made for 
interior space— 


Display Space 





space to the individual departments and at 
the same time make use of display space in 
such a wavy as to be for the best advantage 
from a general store point of view. J. W. 
Campbell is the display director for Car- 
son’s. 

The New Boston Store has an unusual 
feature in display allotment in that the 
big corner window at State and Madison 
streets of the store is leased right along 
with the floor space occupied by the ready- 
to-wear section on contract. This contract 
bears a clause stating that this window area 
will be released to the general store for the 
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—Higher rentals are charged the various de- 
partments for displays in preferred (greater 
traffic) windows by Field's, Stevens’, Mandel's, 
New Boston Store, and The Fair Store— 


Christmas season of each year, or in other 
words for a period of about six weeks dur- 
ing which time the Christmas displays are 
on view. However, the display department, 
with J. F. Murray as director, has found 
that when some special event comes along, 
the leasing section cooperates generously 
with the display department in permitting 
this corner window space to be used for 
featuring special displays. 

Other display windows at the New Boston 
Store are rented to the various sections re- 
questing displays or promotions of special 
events. The operation is handled by the 
display department; in other words, a sec- 
tion will contact the display department 
requesting a certain feature promotion, and 
the display department then decides on the 
type of set-up to use and which space to 
allot to it. The windows vary in rental 
charges according to size and location, with 
a State street window costing slightly high- 
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er per square foot than one on Dearborn 
street. 

The space is billed against the featured 
department and is then charged off against 
the operating expense of that department 
through the comptroller’s office. 

All floor space in the store is charged on 
a rental basis, thus the display department 
is being charged a rental, too, for the area 
it occupies. 

On the other hand, however, as far as 
interior displays are concerned, the rental 
factor does not enter the picture; the dis- 


[Continued on page 85] 
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Chi I 3 
IcCago ISpla cene | 
Pp 
Pp 
By CLARA BALDWIN ; 
u 
H big event in Chicago displaywise quer wound around a cotton and wire base tached to the back wall to give perspective. K 
this month was the National Associa he fronts were of pale pastels and varied The wall of the house was done in stripes a 
tion of Display Industries show at the in hue from window to window of the of gray-blue, chartreuse and white, with the a 
Stevens, and in honor of that occasion Chi series. The mannequins wore black and background wall being in dark blue to sug- h; 
» displaymen went all out in setting up white prints with large picture hats, and gest evening sky. A screen in the doorway 
; the current display scene tor the city the legend said “Breeze-cool summer fash- of the house was of pale blue with a table p 
Xay Bianchi, display manager tor the ions” and lamp painted on it in white. The Oo 
hain of Goldblatt Brothers stores, used In a recent series of evening windows lighting was arranged to appear as though a lt 
trees in his Market Week windows — at Carson Pirie Scott & Co., J. W. Camp- — shaft of amber light came from the lamps C 
State street, one of which ts pictured. — bell, director of display, used an outdoor through the doorway. The mannequins g 
sing flat painted dark green walls and dark setting. Terra-cotta flagstones set in a wore white cotton formals, one in organdy, tt 
reen 921 s for a floor covering, he set up white stone floor ran around a simulated the second in eyelet embroidery, and the i 
1 summer house effect. These houses were house and into the back wall. One urn copy read “Lady into evening matching d 
mstructed of wallboard over a_ skeleton atop a pillar was repeated in cutouts at your charm 
frame of 1 by 2's and painted lemon vel John T. Chord, display director for 1 
low, pointed up with gray brick sugges ee ae ee ee oe a Montgomery Ward & Co., used an unusu 
tions. Splotches on the floor bi acticin . . « Upper right, by J. W. Campbell, Carson setting for a series of cotton promotion _ 
ping stones in pastel shades Phe trunks Pirie Scott & Co... . Lower left, by John T. windows. The floor and walls were done in D 
if the palm trees were made from strips of Chord, Montgomery Ward & Co... . Lower gray, with large blocks used checke b. 
tarched netting sprayed with yellow la right, by John W. Nugent, Madigan's— board tashion on the floor. Strings were "\ 
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from the valance to the apex 
behind the units. 
and a cotton bloom outline were 
This dis- 


taut 
immediately 


drawn 
merchandise 
The copy 
painted onto the window glass. 
play is not illustrated. 

\nother interesting 


Ward 


using the 


Mont- 
a playwear promotion, 
legend Sun-day”. 
Real trees, bricks, grass and pebbles were 
and terra-cotta floor, 
as shown, with major lights focused on the 


window from 


gomer\ was 
“Everyday is 
arranged on a white 
background to create a sunlight effect. 
For the June bride, John W. Nugent, dis- 
manager for Madigan’s, touches 
of pastel to emphasize “Pure, pure white” 
lingerie. The pedestal 
central prop was in white, dry-brushed with 
gold. Walls were pale blue, with pale blue 
tinted plastic snow floor 
in pattern. Bridal pink 
daisies were fastened against a background 


play used 


which served as 


arranged on the 
bouquets of pale 
lrapery, and angel hair at the base of the 
pedestal gave an ethereal quality to the set. 

Turning to the interior and to a different 
subject, Nugent used an intriguing shadow- 
box display of men’s wear, as pictured. The 
background kept neutral to contrast 
with the colorful merchandise, the back wall 


Was 


—Both displays seen above are by Reed 
Schlademan, The Fair Store. . . . Those at the 
right are by John W. Moss, Jr., Marshall 
Field & Co— 
being done in blued white. The detail gave 
an underwater effect, with a fish 
weed of gold mesh, sprinkled with colored 
glitter. The balance of the design was ap- 
plied to the glass. and fish cut 
from cloth in blue 
mounted directly on the window 
Current displays for Market Week at the 
Fair Store were quite unusual. Reed 
Schlademan, display director, had papier 
mache rocks in a deep red-brown suspended 
from the displaying 
shoes. A handsome 
pair of 
“cloud” Duplicates of the rocks 
were painted onto the blue back- 
ground to give the effect of clouds drifting 
far into a distant The 
“Every rock a cloud look 
fleet Air Step”. 
Schlademan used cork effectively in an- 


and sez 


Seaweed 


shades of were 


glass 


glass. 


ceiling as props for 
mannequin 


pumps 


wearing a 


two-tone rode the largest 
rock. 


clear 


read 
neat feel 


sky. legend 


other series, one of which is shown here. 


The mannequins had dark cork-toned sun 


47 


blended 
thus 
were 


into the cork colored 
background, accentuating the 
clothes they wearing. The 
here was “Cotton Sun-sations”. Cutouts of 
for the floor, cork 
bamboo poles which sup- 


tans which 
play- 
legend 


cork served as mattings 
leaves twined the 


ported the egg-crate type roof, and even 


the legend card itself was of cork. Cork 
chips surrounded the mattings to cover the 
floor, and the cork 
tiers for design interest. 


With 


mats were arranged In 


temperatures soaring, a touch of 
invaded the Chicago pic- 
John Moss, 
design, used two typically 
fall scenes on State Market 
Week Both depicted scenes as 
background for fall 
with the setting suggesting harvest. 


fall has already 
ture. At Marshall Field & Co., 
if. director of 
street during 
conutry 
tweed 
In one 
a tractor was used as the background prop, 
with a with 
stalks and hens’ eggs. The 
ered with autumn leaves, 
read “For—scene for fall”. 

The ever popular black frock came in for 
a handsome display promotion at Field’s in 

[Continued on page 94] 


merchandise of 


ripened wheat 
floor 


while the 


tree sprouting 
Was COV- 


ct py 
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thousand items in one retail store? 

Or one item in a thousand stores? 

Either way there are tremendous 
problems and responsibilities for the dis- 
play managers concerned, and only by clos«¢ 
display coordination between wholesale and 
retail divisions in the distribution picture 
can maximum sales success be had. 

Firm in this belief, the world-famous per- 
fume house of Lentheric, Inc., New York 
City, is giving complete consideration to the 
retailers’ problems ; service to the too-often 
over-busy retail display manager is a high 
point of the company’s 1947-48 promotion 
program 

In his Fifth avenue offices, Harold ( 
Martins, director of display for Lentheric, 
Inc., aims at top profits for retail owners 
as well as his own firm. Although compara 
tively young in years, Martins is able to 
see both sides in display work. Experience 
supplements a natural talent, and makes his 
work of special interest to forward looking 
retail managements. 

\s an art student in New York, Chicago 





PisreLa~y Wee 


and San Francisco, Martins learned to see 
the United States as a whole, without over- 
emphasis on the East or West, North or 
South. Showmanship, an important essen- 
tial and integral part of display today, was 
impregnated in him by his many years of 
close association with the ballet and such 
outstanding artists as Ruth St. Denis and 
Anna Pavlova as well as the greatest of 
all showmen, the beloved Florenz Ziegfeld. 
It was while he was acting in the capacity 
of art director for the Cleveland Ballet 
and presenting this group at Severance hall 
in Cleveland that he was inspired to create 
the now renowned perfume ballet promotion 
for Lentheric. This led to four years of 
“breaking-in” to retail merchandising and 
promotion for his present employers and of 
touring for them to every key city in the 
United States as director of the ballet pro- 
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motion which he staged and produced. Fol- 
lowing this outstanding achievement, he 
joined a distinctive group of perfectionists 
known as Halle’s, Cleveland, where he be- 
came display director. Now with an ample 
budget and practically carte blanche from 
his firm, Martins is again back with Len- 
theric in New York with the responsibility 
for the international presentation of Len- 
theric perfumes and cosmetics through dis- 
play. 

Consider the problem which Martins must 
solve if the ring of the cash register is to 
sound for all concerned. The leading Len- 
theric product is, after all, invisible! The 
package shoppers can see. They know the 
sound reputation of Lentheric. But within 
the glamorous containers the product—which 
is fragrance—must remain sealed and un- 
seen. 


oordinating National and 











So Lentheric aims to vitalize its products 
by originality of presentation, and to spur 
sales totals by super-consideration of the 
needs of display departments in the various 
retail stores. 

In his plans for complete service to the 
retail outlets, Martins is adding to a natural 
flair for trends. He is constantly here and 
there, haunting colorful cities like New 
Orleans and San Francisco, as well as keep- 
ing in close touch with New York. He fol- 
lows closely important trend-significant pub- 
lications in European cities. He keeps in 
close touch with Lentheric foreign offices 


—Above is Harold Martins, director of display 
for Lentheric, Inc....Center, left, the store's 
jewelry and flower departments are_ tied-in 
with "Dark Brilliance’ in this shadow-box 
treatment. Center, right, dramatization 
is provided by the papier mache head, arms 
and fan; the perfume is shown on custom 
designed plastic stands. Left, ready-to- 
wear, jewelry, footwear and flowers are all in- 
cluded in this perfume window at Halle Broth- 
ers, Cleveland— 
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nd watches sophisticated centers in China, 

India, and throughout Central and South 
\merica. Closer to home, Martins keeps 
efore his eye the picture of American store 
iyout. In planning his displays he has the 
idvantage of knowing the space which stores 
icross the country can make available, and 
he usual problems involved. He knows 
vhere there are banks of special windows 

be had, how the cosmetic departments 
ire arranged, and which stores have possi- 
ilities for simple or elaborate displays. 
He knows store personalities and policies, as 
vell as the moods and preferences of execu- 
tives and display managers. 

Lentheric’s fall, 1947, program is now well 
beyond the planning stage. Ideas have been 
gathered and sifted, checked and re-checked. 
\ vast concentration of research and judg- 
ment has been forcused on ‘name’ fashion 





who welcomes all possible cooperation from 
the manufacturer, there are complete sug- 
gestion sheets, including sketches, photo- 
graphs, and descriptions of the mechanics 
of preparing the new window and interior 
displays. 

Specifications as to props and details of 
how to get the equipment—even to detail 
such as the newest type of mannequins to 
be found—are all presented in the brochure. 
Ways are given of achieving additional sales 
for the cosmetic department by showing the 
display manager how they need not be con- 
fined to the toilet goods departments only. 

Lentheric’s Father’s Day suggestions for 
displays illustrated this thoroughness. The 
young father of today usually is home from 
the wars and settling down to home life and 
a budding career; this younger man is the 
recognized prototype of an important part 
of the buying public. For them, logically, 
any cosmetics department could be just an- 
other “No-Man’s Land.” So, in planning 
the Lentheric promotions and displays for 





[Continued on page 96] 


and fabric trends, box-office and theatre 
tor the displays, and upon the details of 
presentation and cost. 

Included in this program is a complete 
brochure of procedure for the retail display 
manager who may wish, without too much 





extra effort, to give close cooperation to the 
Lentheric promotion. Where a local dis- 
playman wishes to develop individual ideas 
and a new application of the prepared ma- 
terial, Lentheric of course welcomes the in- 
terest and cooperates to make it a super- 
sales effort. But for the display manager 


—For appeal to the young business man, the 
high-glamour note is deliberately omitted 
from this Lentheric set-up suggested to stores 
handling the line; constant use and every- 
day need — necessity with style and prestige 
— are stressed. . . . The second display fol- 
lows the same theme; it was suggested for the 
recent Father's Day. . . . (These two photo- 
graphs by courtesy of Jas. B. Williams, Inc., 
New York City). . . . Right, Lentheric's prod- 
ucts for men are associated with other mascu- 
line items— 
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—For this setting at the De Frees Tie Shop, 
New York City, Paul Bry uses hidden lights 
reflected through translucent walls, plus incan- 
descent lighting focused directly on the tie 
and scarf display. . . . In this view of the 
Pinaud showroom at Rockefeller Center, note 
the impression of depth obtained by using a 
"backdrop" depicting a familiar scene in 
Paris. Display shelves are built into the wall 
to make the room seem wider— 


of Doctor of Economy from Breslau uni- 
versity 

Almost his first professional achievements 
brought him international recognition. Quick 
to detect the crying need for furniture particu- 
larly adapted to the limited space in modern 
small homes and apartments, he designed a 
number of units and groups, of such in- 
genious compactness and convertability that 
they were written up and illustrated in al- 
most every important decoration magazine 
in Western Europe. 

Concerned first with interior decoration, 


1 


Bry then turned to the more ambitious field 


PUL: “USSF 





Combining Function and Beau 


HROUGHOUT the period of the war, 
lack of materials and other difficulties 
almost entirely curtailed the civilian 
With a public 


hungry for new design ideas, and with a 


aspects of industrial design 


backlog of modernization long overdue, the 
hunt is on tor designing talent equal to 
the intelligent planning and supervision of 
Among the able and 
broad-visioned designers in this country 1s 


these developments. 


Paul Bry, whose reputation rests on his 
work done on two continents invariably 
combining function and beauty. 

German 


\ graduate of two tamous 


schools, the Kunstgewerbeschule and the 


Handwerkschule, he also holds. the degree 


of industrial design. One of his most out- 
standing early accomplishments was the 
creation of the interiors and furniture for 
the offices of the Parisien Electrical Com- 
pany. This was quickly followed by his 
memorable contributions to four great ex- 
positions, the Trade Exposition in Berlin, 
the Paris Exposition “Art et Decoration”, 
in 1937, and both the New York and San 
Francisco World's Fairs. 

\lthough he had previously been to this 
country on a visit, he did not establish per- 
manent residence here until 1938, when he 
opened a New York branch. His work in 
\merica has covered a wide field, but the 
direction in which he has especially turned 





his talent of late has been toward showroom 
and store modernization. 

Although he is flexible and understanding 
of the limitations which frequently curtail 
the scope of the work to be done, it is his 
belief that in a majority of cases, minor im- 
provements and alterations in today’s stores 
can be only partially successful. To him, 
the floor plan, and the merchandising polt- 
cies out of which it grows, are of funda- 
mental importance. Iilogical department 
relationships that persist because of retail 
tradition are like bonds tying the hands ot 
the designer to the dead past, Bry con- 
tends. Unless the store is made easy to 
shop in, unless it fulfills its functional pur- 
pose, no amount of surface decor can mod- 
ernize It. 

He strives for an over-all impression of 
openness. But within this limitation, he 
likes to work out semi-enclosed depart- 
ment areas, to convey to the customer a 
cozy, “little shop” atmosphere. 

One of the strongest of the Bry tenets 
is that merchandise must be seen to be ap- 
preciated. He decries the high-stvle special 
tv store practice of hiding stock “as though 
it were an enemy, not to be trusted.” He 
approves the manner in which the five-and- 
uninhibited 
about being “in trade”, place all merchan- 
dise in full view and within easy reach for 
Inspection. 


tens and the supermarkets, 


While by its very nature modern lighting 
is decorative, Paul Bry looks upon it pri- 
marily as a functional tool. To achieve an 
interior effect of soft, clear, all-pervasive 

[Continued on page 102] 


—In this interior view of the Bry-designed 
Pinaud showroom, the use of the scene on the 
rear wall to add perspective and depth is il- 
lustrated more clearly. The tiny box design 
with which the floor covering is flecked has its 
share, also, in converting the small interior 
into a showroom which looks ample and 
inviting— 
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Textile 
Exposition 
Displays 


—Top, a draped cone of gray-goods radiates 
from a central view of the factory to an arc 
of graduated poles on which are hung 
printed and plain fabrics. . . . Center, life- 
size mannequins draped in Onondaga fabrics 
are grouped on a revolving platform so that 
each is seen in succession as the center of a 
portrait group framed with other fabrics from 
the same house. . . . Below, a lush medieval 
setting presents multi-color prints and plain 
fabrics; the unicorn's horn supports the dis- 
play card. All these displays were by 
Dana O'Clare— 


ELLING the story of many different 


textile producers to the same audience 

at the same time was the problem 

po ed by the International Textile Exposi 
New York’s Grand Central Palace. 


retail- 
ers and manutacturers in the apparel fields, 


y planned as a trade show for 
idmission was extended to include consum 
rs, educators, students and of course fashion 
and technical publications. 

Dana 


story of various fabric 


props employed by 
in telling th 


Pechnique S and 


interest to displaymen and to 
] 


others concerned with the presentation oft 2 


fashion or tabric message through visual 
merchandising 

Great diversity products and a long 
record of consistent color advertising were 
the double storv of the exhibit by J P 
Stevens & Co. Nearly 100 different types of 


} 


fabrics were exhibited with no trace of con 


fusion by means of a simplified tree form 


Giant arms projecting from a central pole 
in branch arrangement were draped with 
lengths of the various weaves, grouped ac 


arranged for 
color \ numbered tag on each 


printed 


cording to tvpe and caretully 
fabric was 


keyed to a program giving detailed 


mtormation 


The problem otf dramatizing the product 


if the gray was solved by 
finished fab 
converter-customers. The 
Frank Ix & 


firm’s gray-goods_ radiating 


eoods producer 
in impressive irrangement ot 


tron 


exhibit 


Sons employed lengths of 
outward 
mills to an 


each draped with 


Irom a 


central air-view of the 
are of 24 graduated poles, 


ished fabric, printed or plain and la 


belled with the name of the converte1 

\bstract figures suggesting animated fem 
silhouettes were an interesting feature 

Ruth 


floures were covered 


t the Stunzi exhibit Executed by 
Vollmer, the airy littl 
fabrics The history ot 


Ss own 


he Stunzi Sons Silk Company is symbolized 


in a cut-out tree designed by Thomas Nac 
gele and caretully documented to show the 
Swiss igin of the company and its subse 


branching out into other countries. 
In the Stonecutter Mills, the dis 

play was keyed to a play on the firm name, 

simulating a 


quent 


case Ot 


background 
stonecutter’s art 
jewel held in a 


with a massive 
cliff. The 


giant amethyst 


granite appears 


as a hand 





from which firm's fabrics 
were draped. 

A revolving platform displayed a succes- 
sion of figures draped in Onondaga fabrics. 


lengths of the 


Each appeared within a giant picture frame 


covered with the firm’s own weaves. 
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A Creation of 
Eye-Catching Beauty and 
Flexibility...Ideally Suited 
for the Packaging as Well 
as the Display Field 


e Can be produced on any weight stock. 





e All colors; shades matched to specifications. 
e Variety of embossing designs. 
e@ In 25", 42" and 50" widths. 


e For decorative uses; for lining as well as 
packaging coverings. 


RUBNER xc 


112 WEST 44th ST. e NEW YORK 18,N. Y. 
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DISPLAY 


...on and off the record 
































—The display staff of 
Sears, Roebuck & Co., Or- 
lando, Fla., is photo- 
graphed registering enthu- 
siasm over their new win- 
dow plans which figure 
prominently in the store- 
wide remodeling program, 
now under way. In the 
usual order: Tom Williams, 
Bob Lassetter, Display 
Manager G. E. Daily, and 
' Marion V. Rabon— 
“ART » pests 

OM ig 5 Ae 


Privat 


—An intricate problem in design 
comes up at Select Flower & Dis- 
play Company, New York City. 
Left to right, Sidney Helfand, Irv- 
ing Saks and Bernard Kay. Saks 
is president of the company and 
Helfand and Kay head the design- 
ing staff— 





—This picture was taken during a 
visit by L. Carl O'Keefe, vice-presi- 
dent of L. A. Darling Company 
and head of the New York sales 
office, to the Bronson, Mich., plant 
to attend a sales meeting. From 
left to right: Bernard Secor; Vadys 
Filkins; Bernard Pixley; Louis Blasi; 
Neal Devere; Carl O'Keefe, and 
BiH Barley— 





—A displayman for more years than 
he cares to remember, Joseph F. 


Bronsing resigned his position as dis- 

play manager for J. Goldsmith & 

Sons Company, Memphis, to try the 

other side of the field. He has joined 

his son in operating Bronsing Displays, 
in the same city— 









—Joseph Adler, Jr., has returned 
from his initial trip to the West 
coast in the interests of Adler- 
Jones Company, Chicago. He plans 
on covering the Western territory 
thrice yearly in future— 









—Busily at work on props for a store-wide pro- 
motion at H. & S. Pogue Company, Cincinnati, 
are these members of the display department. 
Jessie Albrecht, Alice Garoutte, Leo Ziegler and 
Stanley Serey are the ones pictured— 
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GENUINE StRuctURAL BENDS ORIGINAL 


OF TEMPERED MASONITE 


Fon Modern Remodeling and New Courtruction 


Available ee . Send for 


Catalogue 
Blueprinting 
Seventeen 
Basic Designs 


Available 








One of an entire bank of window backgrounds constructed of Structural 
Bends. Isaac Baker & Sons Co., Erie, Pa., Chas. Leach, Display Mgr. 


Made of strong, tempered Masonite Presdwood, Structural Bends are a practical, inexpensive mate- 

rial for creating outstanding treatments for smart, modern window backgrounds, interior and 

remodeling construction. They are flexible .. . easy to cut... construct... finish and install 

. . » Quickly interchangeable to meet daily or seasonal requirements. Seventeen basic shapes, 

A POPULAR DESIGN available in 8 foot and 12 foot lengths ... Any height ... any shape ... any size area 

WITH HUNDREDS OF can economically be treated. They are designed to meet the requirements of modern construction 

PRACTICAL USES. for store interior, backgrounds, equipment and display, new construction, remodeling. Time tested 

W long . . . 21” wide . . . durable . .. modern . .. extremely practical ... affording almost unlimited opportunities 

ONLY $2.9 for creating outstanding effects . . . at low cost. They are in stock, available for immediate 
shipment. Plan your needs ... Place your order now! DESIGNS AVAILABLE 


DISTRIBUTED EXCLUSIVELY BY 


W. L. Stensgaard and Associates, Inc., 346 N. Justine St., Chicago 7, lll. 














—\ ESSMORE 3 P)QAMON 
~ LV ELECHANICAL <3 ISPLAYS | 
eye-appeal 
craftsmanship 
" ingenuity 


know-how a | "MOTI ON 


We cordially invite you to see our 





new line of Animated Christmas 
Attractions at our show rooms when 


you are in New York. 











MESSMORE amon, Inc., 400 W. 27th St., New York 1, N.Y. 
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Grom the Sketchbook 


CAMPUS WEAR 


All props constructed of | by 
2-inch and compo. board, 
papered or painted to simu- 
late grained wood. Bookcase 
(approximately 17 inches 
high) acts as caption for 
window and displayer for ac- 
cessories. Schoolhouse book- 
case constructed in same man- 
ner has shingle roof — also 
acts as accessory displayer. 
Slip cover or wallpaper old 
books in gay plaids and solid 
colors. Use sweaters and neck- 
wear in multi-colored stacks. 

Mannequins stand back of 
bookcase, slightly to one side. 
Background of seamless paper, 
lined vertically and horizon- 
tally to simulate graph paper. 
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AUTUMN COUNTRY 
CASUALS 


Suggested beam of raw wood, 
stained in autumn colors of 
brown and orange, reaches to 
ceiling. Bench treated same 
way. Background painted as 
autumn clouds — warm 
colors. 

Center figure: Use bottom 
of regular man's mannequin 
for slacks, fill in coat with 
straw, excelsior or chicken 
wire. Arrange wheat, dried 
corn and strow for head and 
hands. 

Rakes with chicken wire tor- 
sos and suggested heads and 
hands of autumn foliage act 
as displayers for jackets and 
sweaters. Cover floor with 
sprayed excelsior. Squirrels 
and other animals may be 


added. 
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INSIDE EVERY SHOE / FOR eitial eS 
per pair $2.85 





Wholesale Distributors: 
IN BOSTON 


Feine Trimming Co. 

Fashion Shoe Form & Supply Co. 
IN NEW YORK CITY 

Nat Siegel, Inc. 

Jas. B. Williams, Inc. 

IN DALLAS 

Standard Fixture Co., Ine, 

IN MONTREAL 

M. J. G. Hogan 
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FOR LOW HEELS 


FOR MEDIUM HEELS 


}, FOR HIGH HEELS 
FP All 3 heights 








With shoe forms as with everything else, it’s wise to benefit 
by the experience of the leaders in the field. And with shoe 
display ‘men who know best, it’s a well-established fact that 
shoes shown on Universal’s Forms sell faster because they fit 
better, therefore look better! They’re made of a weighted non- 
flammable durable plastic in neutral flesh . . . 3-toe style with 
closed top. Order today for better display results next Fall! 


UNIVERSAL FORM CORPORATION 


Send mail: 77 Summer Street, Boston, Mass. 
Showrooms: 337% So. Hill St., Los Angeles + 30 E. 20th St. New York City 
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Control Board Speeds 


ERHAPS no store group is more on 

the move throughout its working day 

than the display staff. One of the big- 
gest problems, therefore, is the creation of 
an operation plan for this department that 
will permit the headquarters staff to keep 
in accurate touch with the display personnel 
wherever their many and varied duties call 
them. 


By Albert C. Smith 


When Filene’s, Boston, streamlined its dis- 
play department set-up some time ago, key 
emphasis was placed upon maximum operat- 
ing efficiency. One of the biggest single 
factors aiding this cause was the creation 
of a location control board at the gateway 
to the department. The purpose of this board 
is to record, instantly, the movements of 
the staff as they complete their tasks. 
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—The space on the left side of the Filene 
display department's Location Control Board 
is divided into name squares for each persor 
in the department, located beneath his or her 
section heading. The space at the right hold: 
the reserve of location discs. When a mem- 
ber leaves — whether for a certain window, 
floor, lunch or vacation — the proper disc is 
taken from the right side and hung on his 
name hook on the left; upon return, the disc 
is replaced on the reserve side— 


The left side of the board shows the 
major department divisions: Office, Win- 
dows, Interior, Sign Shop, and Carpenter 
and Paint Shop. Below each such designa- 
tion are name squares for each person work- 
ing in that unit. Each square contains three 
hooks. The right area of the board is 
headed “Location Discs”. About 120 hooks 
are included along the board space beneath 
this. These support hard-wearing, metal- 
bordered discs, each of which signifies a 
store department number or a reason for 
absence from the display office. When a 
member leaves the display office, he or she 


ork 


selects the proper location disc to hang 
on the outgoing hook for his or her name. 
Upon the return of that person to the display 
department, the disc is placed back in its 
unused position on the board. 

Filene’s wide Location Control Board 
faces, and is handy to, the reception desk. 
The person in charge of the switchboard 
can tell at a glance the distribution of the 
staff throughout the store. A display per- 
son shifting from one task to another is 
permitted to call the operator to have his 
disc changed for him without the need for 
a return to the office to do it in person. 
Thus much time is saved. There is little 
need for note-taking, and the quick accuracy 
of the board whittles down telephone time. 

The Filene Location Control Board also 
provides space for keys. When display staff 
members leave the building, their keys must 
be hung on the board. At night these keys 
are locked up in a separate cabinet. Keys 
to the merchandise rooms are also kept upon 
the board. 


—The Location Control Board makes hasty 
notes (which are easily misplaced) unneces- 
sary. It is in clear view of the display de- 
partment receptionist, and she can tell at a 
glance whether a certain individual is in his 
department — and if not, exactly where he is 
at that moment. Ordinarily each person 
changes his own disc from one section of the 
board to the other, but it is permissible for 
the receptionist to make the change after re- 
ceiving the information over the phone. The 
board enables the receptionist to handle all 
calls quickly and accurately— 
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They've got everything it takes 


Tom Tsloh Mee Lalo MCT :1 | Maal cl del alelate it ta 


ACTION POSES 


in the younger set 


iaetothivela 


GLAMOUR ws 


of the kind thot 


attracts attention 


CHARM 


You only have to see how 
they weor apparel to realize 


how they'll sell for you: 


Write for Photographs and full details. 


Manufactured and Sold by: a Also Sold by: 


DURABLE DISPLAYS, INC. =G): NAT SIEGEL, INC. 


2010 S. HALSTED ST., CHICAGO 8, ILLINOIS 7s ge 39 W. 37TH STREET. NEW YORK CITY 18 





60 








DISPLAY WORLD 


—Howard Ketcham, design and color en- 
gineer, has studied problems of window dis- 
play for stores from the various angles of 
traffic, illumination, color treatment, display 
fixtures, and merchandising— 


in the setting of display offers the third and 
last ingredient of good theater — a story. 
\nd, just as the quality of the story told in 
ihe theater determines whether the play 
will put an SRO sign over the box-office, 
so does the story portrayed by a store's 
window displays determine whether the cus- 
tomer will enter the store. 

The story that window displays present 
is often complex and subjective. 

It is the story of the clash of character 

the merchandise is viewed in conflict with 
eoods available in other stores. 

It is the story of character molded by 
surroundings in life — merchandise shown 


to advantage or without selling power, 
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Clocking the movement of over 2,000,0()) 
people in 19 cities ranging from 15,000 
300,000 in size, the report offers statisti 
from which we have derived the followi 
rough rule-of-thumb: 

In the smallest cities, a merchant in 
the central business district may ex- 
pect his windows to be seen in the 
course of a week by a number of peo- 
ple equal to the town's population — 
or to as much as twice the town’s 
population. The figure is larger when 
the small city is the shopping area for 
a large rural district; it is smaller 
when the city is near a larger metro- 
politan shopping center. 

In cities of greater population, a 
downtown window displays 
may in the course of a week reach 
one pedestrian for every three to five 


store’s 


residents. 
The ratio of weekly traffic to city 


Eleven Seconds to Sell 


seconds to walk 


woman 11 
window. 

In the time that it takes to dethrone 
a heavyweight champion or crown an Olym- 
pic 100-meter titleholder, a merchant has 
become the producer of the great drama 


T takes a 
past a show 


of American business: the conversion of a 
pedestrian into a shopper 

Day after day, in thousands of cities, 
towns and villages of the United States, an 
incalculable horde of customers and_ poten- 
tial customers walk past the three million 
store windows of America’s million and a 
half retail establishments. How many dis- 
plays are seen daily by 140 million Ameri 
cans is a figure that defies estimation. 

Something makes the pedestrians stop 
look enter. One out of every tour 
a department store admitted 
flash-check that 


displays had brought them inside 


shopping inside 
to canvassers making a 
window 
which credited news 


twice the number 


paper advertisements for “impulse shop 
ping.” 

What was it that made them come in 
How does a display turn a passerby into 


custome! 


Kssentially ‘t through the eve appeal 
which constitutes 90 per cent of the selling 
power ot unpulse shopping \ window dis 


play is largely eve appeal there’s no 
touch-testing for quality, no mirror for 
style-testing, and less emphasis on_ price 
selling than in other media of merchandis 
ing. But a display that sells has more 
than the tatl power of eve appeal 

It has drama 

It has drama because the merchandise on 
display offers the basic essential of good 
heater—character, the protagonist which 
fills the stage with Iife 

It has drama because the background of a 
display of merchandise in a delimited space 
provides the second essential of theatrical 
staging i setting 

Finally, it has drama because the pre 
entatior the character of merchandise 


By Howard Ketcham 
Howard Ketcham, Inc., New York City 


through the medium of proper background 
settings, in correct color and lighting. 

It is the story of the effect of the very 
real conditions of life upon the character on 
that stage — the merchandise painstakingly 
manufactured, carefully brought to the scene, 
selected for display, appealing to the desire 
of the window shopper, fighting the nega- 
tive impulse of the shopper to withhold the 
expenditure of money, winning its struggle 
as the passerby enters the store to “see 
what they have for me.” 

One of the better philosophers of the art 
of writing advertising copy for women, the 
sprightly Bj Kidd, declares that advertis- 
ing appeals to women when it makes them 
identify themselves with the merchandise, 
rather than when it merely praises the 
wares. <A display sells the goods to the 
window-shopper when it identifies its sub- 
conscious drama with woman's needs. 

This fact reminds us, as it should remind 
any playwright or producer, that the most 
important element of any drama is, after all, 
the audience. It applies to the drama of 
window display, as well. 

What about this audience? Where does 
it come from, and how much does it cost 
to reach 

We said above that it would be imposst 
ble to estimate how many times, throughout 
this country in the course of one day, there 
is enacted the drama of a window display 


being seen by 


a passerby. But some of the 
facts are available 

Our starting point is a monumental study, 
“Window Circulation and Market 
Coverage,” prepared by the Advertising Re 
search Foundation of the Association of Na- 
\merican Asso 
clation ot Directed 
to the problem of the advertiser who would 
use the window as a medium, 
the report provides a basis for some sound 


Display 


tional Advertisers and the 


\dvertising Agencies. 
retail store 


thinking by retailers and by manufacturers 


facing the problem of point-of-sale merchan 


population may reach 1 : 7 as cities 

pass a quarter of a million, and extend 

further as both population and the 
size of business districts increase. 

This rule of thumb, original and admitted 
ly unchecked, offers merchandisers for the 
first time a broad approximation on which 
to estimate the audience they are shooting 
for in window display. 

Expenditures to reach this audience vary, 
from $10 to $10,000 a window. The biggest 
metropolitan department stores budget sev 
eral hundred thousand dollars a year for 
display. The finest specialty shops will 
spend $10,000 to $15,000 regularly for a 
complete change of their series of windows 

One of the largest store chains estimates 
that it spends $3,000 a day on display to 
reach an audience of 6,000,000 — a cost oi 
50 cents per thousand circulation. The chain 
estimates roughly that its newspaper adver 
tising costs from 50 cents to a dollar per 
hundred. Full pages in full color in the 
fashion magazines reach a quarter of a mil- 
lion readers for around $3,000 — and in the 
case of advertisements by department stores. 
the number of local readers is a fraction ot 
the total of national circulation. 

This comparison is by no means an argu 
ment against consumer advertising. The 
printed word and picture, and radio’s spoken 
mention the illustrated 
have their place 

It's an impor 


word not to 
spoken word of television 

in the merchandising world. 
tant place. 

But the role of the close-at-hand, point 
of-sale medium of display is equally vital 
That's why I was so shocked, as I stood 
outside the window of a Fifth avenue quali 
tv shop, to hear a man comment. 

“It looks as if that window was made up 
by the Collyer brothers!” 

A store spends 93 per cent of its sales 
dollars on merchandise, rent, personnel, and 
promotion. At the point of contact, the 


budget for display varies from 0.40 per cent 
[Continued on page 86] 
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CROWN-MARK 


PAPER PRODUCTS 
FOR THE DISPLAY INDUSTRY 


Made exclusively for the display trade by the 


CLAREMONT PAPER MILLS 


In order to show the extensiveness of our display paper lines we 
merely list the base stocks. The colors, weights and finishes are pre- 


forecasted by expert fashion color stylists. 


@ SEAMLESS PAPER @ SIGN WRITERS BOND 
@ CREME PAPER BASE STOCK @ PAPER CURTAIN STOCK 


@ DRAWING PAPER @ WOODGRAIN BASE 
@ ARTIFICIAL LEAF PAPER @ LEATHERETTES 
@ ALUMINUM FOIL BASE @ COLORED VELOUR PAPER BASE 


CROWN-MARK PAPER CORPORATION 
342 Madison Avenue, New York City, N. Y. 


LOS ANGELES 13, CALIF. CHICAGO 3. TEL. SPRINGFIELD, MASS. 
124 West 4th Street 105 So. LaSalle Street 1387 Main Street 
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For Men Only 


With the exception of the display at the upper right (by 
Donald Kester, Rothchild’s, Kansas City), all the windows pic- 
tured here are by Emery Gregory, in charge of display for the 
Man’s Shop, Neiman-Marcus Company, Dallas. 

The Pullman interior and the display seen at the center, 
below, are part of a series of summer vacation travel windows. 
In the lower illustration, both men have their coats over their 
arms, as one of them runs for the train departing on Track 10. 

Card copy for the Pullman interior setting reads: “Pullman 
prerequisites . . . broadcloth pajamas .. . light robe .. . soft 
slippers.” In this window the upper and lower berths of a 
pullman are shown. One figure sits on the lower edge of the 
berth and the other stands with one foot on a piece of men’s 
luggage. 

Featuring shoes, the display at the lower left shows a sales- 
man fitting a customer. Shoes are displayed on simple “block 
type” fixtures with stacks of Neiman-Marcus shoe boxes to give 
the effect of a shoe department. 

The concluding display uses “A look you'll like!” for its 
theme, and shows white shirts and English foulard ties. 
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School of Retailing 


Promotes Cowee 

Howard M. Cowee, an instructor on the 
faculty of the New York university School 
of Retailing for the past two years, has 
been promoted to assistant professor, it is 
announced by Dean Charles M. Edwards. 

A native of Manitowoc, Wisc., Professor 
Cowee is a graduate of the New York uni- 
versity School of Commerce, Accounts and 
Finance, and the New York university 
School of Retailing. During the war he 
served as the intelligence officer of the 2nd 
Air Commando Group and was stationed in 
the CBI theater of operations. 

Besides his teaching duties, Cowee is a 
partner of the Cowee-Rattner advertising 
agency and is display research director for 
the National Retail Dry Goods Association, 
Sales Promotion Division. In this latter 
position he has been directing a coopera- 
tive continuing study of display evaluation 
for the School of Retailing and the NRDGA 
in several of the nation’s leading depart- 
ment stores. 

In this display evaluation study, over 
200,000 customer reactions to 37 controlled 
departmental merchandise displays were 
classified and recorded under actual con- 
ditions. The information of shopping be- 
haviour will be used in developing a method 
for the evaluation of effective interior dis- 
plays. 





Stage Designs And Models 
Exhibited At Museum 


An exhibition of stage designs and 
models, lasting through October 5, is being 
presented by the Museum of Modern Art, 
New York City. It places on view for the 
first time the results of many years of 
experimenting with new techniques in stage 
lighting—particularly in the use of projected 
scenery—developed by Boris Aronson, artist 
and stage designer. 

The exhibition will include two large- 
scale models. One of these will demon- 
strate the effects of projection from the 
front of the audience on a stage designed 
in neutral-colored shapes and objects. Two 
other models will show the effects of pro- 
jection from the stage rear onto a trans- 
parent screen. In addition, a shadow-box 
will display the use of transparent material 
in decor. Fifteen original designs for 
Broadway plays will also be shown. 





Catalogue Released 
By Roger Kent 

A well-illustrated fixture catalogue called 
“Modern Design on Display,” designed to 
assist the displayman in showing merchan- 
dise to its best advantage, has been released 
by Roger Kent Company, 2111 North 
Seventh street, St. Louis 1. Copies are 
available on request. 





Dry Ice Furnishes 
"Steam" For Windows 


For a series of window displays in which 
swirling steam effects were wanted, Henry 
Callahan, of Lord & Taylor, New York City, 
recently made use of 200 pounds of dry ice 
per day to provide the vapor. The dry ice 
was placed on a sheet of glass and two 
compressed air lines furnished 2 pounds of 
pressure to waft the “steam” about. 
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eaten? 


The Nearest 
Approach To Real 


Snow Ever Produced! 


Extremely Light, Yet Sturdy and 


Practically Unbreakable 


TALA-BAL designs are available in snow- 
white (which may be colored or tinted), 
gold and silver. A variety of sizes and 
thicknesses, priced from 5c to $1.00 each 
and up. 


fresh ideas for attractive selling 
displays. Use TALA-BAL for sup- 
porting and recessing merchan- 
dise. Insert anything through its 
sturdy texture, it will hold with 
a vise-like grip. Build hundreds 
of original units by assembling 


the variety of TALA-BAL designs. 


tf Not Available from Your Dis- 


play Jobber, Write Direct. 
Semple and Illustrated Folder 


Sent On Request. 
© 47 EPC 


FLV PRODUCTS 
> | COMPANY 


238 GEORGE STREET, NEW HAVEN, CONN. 
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OURTEEN thousand dollars worth of 


hooded coats were sold by H. & S. 
Pogue Company, Cincinnati, recently 
as the result of a store-wide tie-in with a 


page advertisement in Time magazine. Con- 
tributing to the success of the event was a 
battery of windows and special interior dis- 
plays throughout the created under 
the direction of Cogswell Cromwell, display 
director. 

Time furnished with counter 
display cards and suggestions for tie-ins, as 
well as arranging for reduced-rate subscrip- 
tions to be made available at the 
book department. 

Blowups of the familiar Time cover were 
obtained, with enlarged reproductions of 
Pogue’s page advertisement replacing the 
illustration. blowups 
background treatments for the 
interior display units, and were used lavish- 
ly in the well. Addi- 


store, 


Pogue's 


store’s 


customary These 


served as 


window displays as 


Time For Time 
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tionally, regular Time covers were supplied 
by the magazine and similarly used by the 
display department. 


Every department in the store came in 
for its share in the promotion, as evidenced 
by the straw hat display pictured above. 
For this and similar displays of merchandise 
having no connection with the hooded coat, 
showcard headlines read: “Time for < 
followed by a selling message concerning 
the particular goods shown. 


The entire promotion was coordinated 
with the appearance of the Time advertise- 
ment; on the day the magazine reached the 
newsstands, the windows were unveiled, in- 
terior displays were up, counter, elevator 
and miscellaneous signs were in place, and 
the coats were being modeled on the fashion 
floor. This last, incidentally, took place 
in a setting composed of Time cover 
blowups. 

















DISPLAY WORLD 





Put your displays to work so you cash in on 


your investment. 


This Papier Mache manne- 


quin, with the built-in action, pays off with 


big dividends. 


dress, coat and suit. 


delivery. 


It brings out the best in your 
Order today for quick 


See these representatives or write direct for 


photo and prices... 


Sam H. Kaye 
180 W. Randolph Street 
Chicago, Illinois 


Midwest Manniquin 
Displays 

532 North Water Street 

Milwaukee 2, Wisconsin 


Keen Displays 
525 Walnut Street 
Cincinnati 2, Ohio 


Mark Uhley Displays 
1621 West 16th Street 
Sioux City, Iowa 


F. D. Jolly & Associates 
2224 Pennsylvania 
Detroit 14, Michigan 


Howard Johnson 
904 Franklin Street 
Corinth, Mississippi 


Jinkins Display 
144 Highland Avenue 
San Bernardino, California 


Original Salon Displays 
2297 Coney Island Avenue 


Brooklyn, New York 


Grafik Display Service 
610 28th Avenue South 
St. Petersburg, Florida 


Sherwood Display Service 
3523 Reed 
Cheyenne, Wyoming 


Carolina Display Company 
1319 Main Street 
Columbia, South Carolina 


ur TESS, Coat ang Sait Sates gee” 


yom 4 Madamojses, Mannequi® 


512 HUTTIG, KANSAS CiTY 3, MO. 
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No Time To Cut Budgets 
Haphazardly 


Out of the welter of comments on the 
business recession comes a_ statement by 
Dr. Henry Bund which for common sense 
and a calm appraisal of the situation de- 
serves repetition. Dr. Bund is director of 
the division of management methods, Re- 
search Institute of New York, and _ his 
statement was made before a meeting of the 
Chicago Business Papers Association last 
month : 

“Economy for the sake of saving costs 
as such just doesn’t make good business 
sense,” he said. “What is called for to- 
day is not an indiscriminate lopping off of 
budgets and expenses, but rather the re- 
introduction of sound business judgment in- 
to every decision affecting expenditures and 
cost allocations. 

“Sales and distribution generally have 
been particularly hard hit. Actually, de- 
tailed analyses wil show that many of the 
companies which are curtailing expendi- 
tures in these directions should actually be 
spending more—but in more efficient ways. 

“It does not make sense to appropriate 
advertising dollars for valueless and ill-con- 
ceived campaigns which neither in terms 
of sales nor good will can possibly bring 
in adequate returns. It does make good 
business sense to spend even more dollars 
on first investigating the campaign’s effec- 
tiveness, the media to be selected and the 
most propitious timing, and then to spend 
an even larger than usual share of the 
sales dollar for advertising which bids fair 
not only to forestall any decline in sales 
volume, but actually to boost your com- 
pany’s sales at a time of general softening 
of the market. 

“Most important to the country’s economy 
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is the progressive lowering of prices which 
automatically makes products available to 
an ever-widening circle of consumers. This 
has been the traditional way in which 
American industry has been boosting pur- 
chasing power and raising the general 
standard of living. It must once more be- 
come the mainspring for a general economic 
advance.” 

The few stores which have slashed dis- 
play budgets for the sake of cutting might 
ponder Dr. Bund’s' remarks carefully. 
Those which have not cut appropriations 
haphazardly but are keeping a more watch- 
ful eye on value received per dollar spent 
for display will find themselves in complete 
agreement with his philosophy. 





Display Market Week; 
Symbol Of Display 


Aside from its many obvious advantages 
such as giving displaymen a chance to see 
an infinite variety of display materials and 
equipment at one time and to compare 
prices and qualities, Display Market Week 
has an additional value to the field: It 
stands as a solid, tangible symbol of the 
progress and scope of display itself. 

The Display Market Week just concluded 
represented an expenditure on the part of 
the 106 exhibitors of about $250,000 for 
space, travel and shipping costs, and mis- 
cellaneous expenses, according to experi- 
enced observers. No attempt can be made 
to estimate the total value of the products 
shown, nor the amount of orders placed. 
The show occupied all the space which 
could be given it by the largest hotel in 
the world—the exhibition hall, mezzanine, 
and numerous rooms on two other floors 
of the hotel—and could have used _ half 
again as much. 

Displaymen and manufacturers alike have 
come to accept the vastness of the annual 
Market Week as something to be expected 
and to lose sight of just how big an event it 
really is. To acquaint others with its 
size would prove in the most dramatic way 
possible how the field of display has grown 
to such tremendous size and importance. 
Perhaps it would be a good idea next year 
for the sponsor, the National Association 
of Display Industries, to make an _ inten- 
sive and sustained effort to induce store 
management to attend the showing to learn 
at first hand the scale on which display 
operates today. 





Point-Of-Purchase 
Elects Officers 

C. L. Vanderbogart, Niagara Lithograph 
Company, has been reelected president of 
the Point-Of-Purchase Advertising Insti- 
tute, New York City. Other officers are: 
Vice-president, Edgar Reutener, William A. 
Howe Company; second vice-president and 
treasurer, Frederick Wertz, Window Ad- 
vertising, Inc.; executive secretary, Nor- 
man F. McKean. 





Nat Siegel Appoints 
Western Representative 

Herman Hauslein, of Los Angeles, is now 
representing Nat Siegel, Inc.. New York 
City, in the territory from Denver to the 
West coast 
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Plastic Bottle Use 
For Car Cards 


An unusual three-dimensional display, 
advertising Canadian Ace beer is beginning 
to appear on car cards here and there. 
Its eye-catching feature lies in the use of a 
moulded plastic bottle, an exact facsimile 
of the company’s product, on the face of 
the card. 

Made possible through the employment 
of a new, low cost, plastic molding pro- 
cess, the idea has unlimited applications on 
a variety of designs including bottles, jars, 
cans and other packages as well as trade- 
mark reproductions. The idea is especially 
adaptable for use in car cards, and point- 
of-purchase displays. Designers are Vision, 
Inc., of Chicago. The manufacturer of 
the plastic bottle is Weinman Brothers, 
Inc., of the same city. 





Display Supply Company 
Appoints Gold 

Display Supply Company, 106-108 Hop- 
kins avenue, Jersey City 6, N. J., manu- 
facturer of artificial flowers and display 
novelties for the jobbing trade, has an- 
nounced the appointment of Samuel Gold 
as manager in charge of production. Gold 
formerly operated a display studio of his 
own and has a long and varied experience 
in the display field. 





TWENTY-FIVE YEARS 


This edition marks the completion 
of 25 years of existence for DISPLAY 
WORLD. 

During this quarter-century DIS- 
PLAY WORLD has faithfully carried 
forward the banner of display and 
has witnessed great progress in this 
field. It has seen the march of dis- 
play from the show window into the 
store interior and on into the whole 
sphere of store planning. 

It has witnessed a change in the 
profession’s nomenclature from win- 
dow trimmer to displayman to display 
director to visual merchandiser and 
on to director of store planning. 

The display industry has gone for- 
ward rapidly and where there were 
only a few quality manufacturers of 
display properties 25 years ago, now 
there are hundreds of companies 
working at full capacity to supply 
today’s display needs. 

During all of this period DISPLAY 
WORLD has tried to speak out in- 
dependently, to lead the way to dis- 
play progress and advancement and to 
bring together in mutual cooperation 
the various factors which constitute 
the entire display panorama. 

Today, with display entering a per- 
iod of scientific analysis of its scope, 
function and power, there is an un- 
surpassed opportunity for successful 
service in this field. 

DISPLAY WORLD pledges its 
facilities to guidance and assistance 
in the work to be done, with full con- 
fidence in display’s present and un- 
bounded faith in its great future. 
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SOMETHING NEW 


DON’T WORRY FORA @QOL Dy A 


O0SeEayr ¥ (Hq -¥ 
Mr. DISPLAY MAN! > 
lt's so simple with 


gt ” Sne 
eh LeckS 


FIREPROOF — LIGHT WEIGHT — CUTS EASILY — CLEANS EASILY ros 
uses. The same Blocks or Flakes can be used many 








tee Sno is a display material that is flexible in its 


times for Summer, Winter, Fall and Holiday merchan- 
dise displays. Because of its adaptability to these 
four seasons, an elaborate Frostee Sno display is very 


economical. 





U.S. Synthetic Snow Patent No. 1890127 


It's simple to make attractive displays with Frostee Sno Blocks. You'll agree 
with America’s leading display managers after you have made a Frostee Sno 
Display in your own window. Nothing excels the pulling power of Frostee Sno. 











tee ” ~ tite im j Frostee Displays possess these qualities: 
COMPLETES THAT WINTRY 
fot DISPLAY SNO FLAKES TOUCH TO WINDOW DISPLAYS. A—Attracts instant attention. 
‘ B—Visualizes immediate or future requirements. 


IMPORTANT FEATURES—1. Realistic Snow Texture. 2. Fire Proof. 3. Vermin C—-Dramatizes interestingly and effectively. 
Froof. 4. Brushes easily from clothing. D—Provides basic sales appeal. 








Manufactured by 


FROSTEE SNO CO. DISPLAY NIe) BRE R oA HE HAS 


ANTIOCH, ELL. FROSTEE SNO BLOCKS AND FLAKES IN STOCK 














THESE JOBBERS 
Carry a Stock of 
frostee 


SNO BLOCKS and 
SNO FLAKES 


\LABAMA—Mobile—Dunhill. 
ARIZON A—Phoenix—Arizona 
ve rtising E. 
° ALIFORNIA—Bake srsfield—American Dis 
play Company; Los _Angeles—Maharam 
Fabric Corp.; San  Bernardino—Jinkins 
Display Advertising; San Francisco—Sales 
Paper & Supply Company; San Francisco 
-C, Barrango Company; San Francisco— 
Sylvan Cohen Displays. 
GEORGIA—Atlanta—Fulton Paper Company. 
Melvin S. Roos. 
ILLINOIS—Aurora—The 


Window Ad 


Dunlap Studio. 


INDIAN A—Richmond—Richmond Display 
Aids. 
IOWA—Des Moines—George Kucharo. 


MARYLAND—Baltimore—Baltimore Display 


Industries. 


MASSACHUSETTS—Boston — Marcus Win 
dow Display Service; Boston—New 
England Decorators Supply Co.; Boston— 
Feine Trimming Company;  Brockton— 


Plourde Display Company; Worcester— 
Dashoff Window Display Service. 
MICHIGAN—Detroit—Display Creations, 


Inc. 
MINNESOTA — Duluth—Johnson Display 
Service; Minneapolis—L. E. Hier Display 


Equip. Co.; Minneapolis—Shur-Nuff Dis 


play Material; St. Paul—Twin City Man 
nequin Shoppe. 
MISSOURI—Kansas City—Harvey J. Max 


well Company; Kansas City—Decor Inc.; 
St. Louis — Garrison-Wagner Company; 
St. Louis—Walter E. Zemitzsch Displays, 
Inc. 


NEBRASK A—Omaha—Oltmanns. 

NEW JERSEY—Jersey City—Harold Berens; 
Newark—Display Center. 

NEW YORK — Brooklyn—Original Salon 
Displays; Brooklyn—National Sawdust 
Company, Inc.; Buffalo — Bison Display 
Fixture Co.; Buffalo—Stanford Display 


Studios; New York City—Eve_ Brueser 
Studios; New York ( sity—I. J. Charrot 
Company, Inc.; New York City—Decora 
tive Plant Compans New York City 

David Hamberger Inc.; New York City 

Louis Schneider; New York City—M. R. 
Weil; New York City—Art & Flowers 
Displays; New York City—Display Arts 
Service; New York City—Texkraft Sales 
Company; New York City—Display Manu 


Mart; Syracuse—Merriam Dis 
Studios, Inc. 


te ac turers 
ay Sunnly 


PENNSYLVANIA — Allentown — Rileigh 
Window Display Service, Inc.; Erie—Giles 
Display Service; Lansdowne—W. C. Hur 
lock, Inc.; Philadelnhia—Advance Dis 
plays; Philadelphia—Arrow Decorating & 
Fixture Company: Pittsburgh—A & B 
Smith Company; Pittsburgh—/ohn G. Me 


Gurk Display Decorations. 

RHODE ISLAN D—Providence—( S. Oakes 
Co, 

SOUTH CAROLINA — Columbia—Carolina 


Disnlay Company 
TEXAS—Austin—Harold Ejichenbaum Dis 
plays; Dallas—Marshal FE. Moody Hous 
ton—Clark Displav Service 


DISTRICT OF COLUMBIA—Washingto 


Modern Displays; Washington Giasies 
Center Inc. 
OHIO—Akron—Semler-Cooke Company; Cin 
nnati—Grover Displays; Cinetnnat! 
Reinerman Fixture Company; Cincinnat! 
Cappel Display Co.; Cleveland—Advertis 
ng Displays and Decorations; Cleveland 
Wayside Displav Service; Youngstown 
Kolesar Display Service. 
OP EGON—Aumsville—Westwood Disnlays 
— — Norfolk—L ’N’ E. Display 
vISCONSIN Milwaukee—Ellsworth Green 
& Assoc. 
ANADA Montreal—Landry & Perrv; 
Montreal—Multi Products; Hamilton—An 
thony Display Company: Toronto—Bing 
m Display Supplies: Winnipeg—J. G 
Fraser, Ltd.; Quebec—Maurice Juneau 


Ask your jobber about the 
$500.00 Frostee Window 
DISPLAY CONTEST 
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Loewy Retains 
A. C. Thompson 


Raymond 
design firm, 


Associates, industrial 
that A. C. 


Loewy 


has announced 


Thompson, management and_ distribution 
consultant, has been retained to direct 
studies of retail methods and operations 


and point-of sale promotons in conjunction 
with the organization's store planning divi- 


sion. This department, under William T. 
Snaith, partner of the Loewy firm, is com- 
pleting work currently on some 30 retail 
design and modernization programs from 
coast to coast, including Foley Brothers’ 
new store in Houston, Texas, and Lord & 
Taylor's two suburban projects in East- 


and Westchester. 
Thompson was vice-president 
of management operations and research for 
Associated Merchandising Corporation, a 
post which he resigned in September, 1946, 
after ten years. In the interim he has es- 
tablished his own company. Widely known 
among retail executives, Thompson was as- 
sociated previously with E. I. du Pont de 


chester 
in charge 





Nemours Co.; Artcraft Hosiery Co.; Straw- 
bridge & Clothier, Philadelphia, and most 
recently with W. L. Stensgaard & Asso- 
ciates as vice-president. 
Display Contributes 
To Campaigns 

The window display, car card, and out- 
door advertising industries contributed 
more than $2,800,000 in space and _ service 


to public service advertising campaigns dur- 
ing 1946, according to The Advertising 
Council. 

The report covers the period of January 
1, 1946 through April 30, 1947 and reveals 
that through the cooperation of these media 
over 2,000,000 car cards, window posters and 
24-sheets were shown on such campaigns as 
traffic safety, United States 
Red Cross and Community 


Savings Bonds, 


Chest drives in 


every state of the union and the District 
of Columbia. 
Through the cooperation of the National 


Transportation Advertising, 
spaces are donated 
Outdoor Advertising 


Association of 
70,000 car card 
month; through the 
Association of America, 2,000 outdoor 
panels; through Window Advertising Inc. 
and individual display firms, 37,000 


each 


window 


posters are installed monthly. The report 
traced the organization of these space pools 
under the Office of War Information for 
the promotion of war theme advertising 
campaigns and their eventual transfer to 


The Advertising Council upon the cessation 


of hostilities. 


Harold Kelley Returns 
To Desmond's 


\fter nearly two years as a display manu 
facturer’s sales representative, Harold 
Kelley has returned to Desmond's, Los 
Angeles, to reassume the position of dis 
play manager—a post he had held for 17 
vears prior to his resignation. He replaces 
Charles Borum, who left Desmont’s several 
months ago to go with For n Clerk, 
Inc., of the same city. Blu Pinnell, acting 


manager, continues with Desmond's 


Kelley 


display 
as assistant to 















FLAMEPROOF 


FALL 
FOLIAGE 


NATURAL 
PRESERVED 


@ Tropical Laurel 
@ Oak Leaves 

@ Eucalyptus 

@ Magnolia 

@ Sea Oats 

@ Cat Tails 
@ Mullins 

@ Thistles 

@ Wheat 

@ Rye 


ARTS and FLOWERS 


43 WEST 56 STREET 
NEW YORK 19, N. Y. 
Dept. D 

















To: 
Jobbers of Fabrics 


Prepare now for Christmas Dis- 
plays. We are in a position to sup- 
ply your requirements in: 


@ Tinsel Fabrics 
@ Jewel Cloths 
@ Nets 
@ Velvets 
@ Display Scrims 
@ Tarletanes 


@ Sparkle Fabrics 


Catalogs will be available soon. 
Please reserve your copy now. 


Special Discounts to Large Users 


ASSOCIATED 05 soso 
FABRICS CO,“ 
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CANADIAN 


Display Buyers 


MADISON DISPLAY, LONDON, ON- 
TARIO, is prepared to furnish your dis- 
play requirements from stock located in 


Canada. 


In addition to our own manufactured 
novelties, we feature the outstanding lines 
of the foremost producers in the United 
States. 


FOIL RIBBON 


bon tor str 


ilver 


sp. 250... Certon.. anes 
CANADIAN JOBBER 
INQUIRIES INVITED 


MADISON DISPLAY 
209 KING STREET — LONDON, ONT. 


Write for our latest catalogue featuring 
display novelties for FALL and Christmas 


DISPLAY WORLD 


Fraser, Display Pioneer, 
Dies Of Heart Attack 

\rthur V. Fraser, whose elaborate and 
massive displays for Marshall Field & Co 
daily drew thousands of shoppers to the 
Chicago store, died recently of a heart 
ttack suffered at his suburban home in 
Elmhurst. Il! He was 79 years old and 
had been in vetivement since 1944. 

Fraser was born in Quebec in 1809 but 
came to Iliinois while still a child. His 
first experience with display was while em 
ployed at his uncle’s store in Kankakee, 
aiter which he went to Oelwein, Iowa, and 
continued to include display with his work 
in a store there. It was here that a travel- 
ine salesman, John G. Shedd, noticed his 
ability and induced him to return to Chi 
cago with him and join the staff of Mat 
shall Field & Co. This was in 1895, and 
the display at Field’s was under the direc- 

of a man named Watson, later re 
placed by another State street displayman 
and finally by Arthur Fraser, who continued 
in the position for 49 years. 

Fraser was a oman with many = artistic 
talents and he early began to apply his 
knowledge of music, painting and sculpture 
to his window — settings. \ protege of 
Marshall Field himself, Fraser was given 
a budget which was practically limitless; 
this, combined with his passion tor spec- 
tacular effects and meticulous attention to 
details, soon resulted in the type displays 
which symbolized Field's to millions ot 
people and which did much to stimulate 
other stores to follow suit on a_smallet 
scale. 

Following his retirement three vears ago 
Fraser oceupied his time with his garden 
Death came suddenly as he was working 


with his flowers. 


Bowman Proposed 
As NADI Manager 


The name of John Bowman, Jr.. has been 
submitted as prospective managing directo 
of the National Association of Display 
Industries in a recommendation made by 
the committee appointed by Sylvan Freund, 
president, during Display Market Week. 
Bowman was in charge of exhibits during 
the event 

Phe question of whether a full-time man 
director shall be appointed will be 


‘don by NADI members by mail. 


Fabrics Catalogue Released 
By Associated 


Phe Associated Fabrics Company, 1600 
Broadway, New York City, has just an 
nounced the printing of a new catalogue 
featuring a large assortment of new and 

el tinsel fabrics, jewel cloths, tarletanes, 


velvets, display serims, and sparkle 
Copies ot the catalogue will be 


matled upon request 








Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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65 Madison Ave. 


Austen Display 
31 West 31st St. 


Bliss Display Corp. 
460 West 34th St. 


Bonafide Display & Decorative Corp, 
61 West 37th St. 


Eve Brueser Studios 
22 West 38th St. 


Brunn & Bertheim 
425 Fifth Ave. 


L. J. Charrot Co. 
26 West 37th St. 


Chelix, Inc. 
361 West 58th St. 


L. A. Darling 
47 West 34th St. 


Decorative Plant Co. 
404 West 27th St. 


Display Equipment Corp. 
147 W. 37th St. 


Frankel Display Fixture Co., Inc, 
177-179 Hudson St. 


General Displays 
500 Fifth Ave. 


Greneker Corp. 
250 West 54th St. 


David Hamburger 
115 West 31st St. 


A. Lutz 
3 West 18th St. 


Messmore & Damon 
400 West 27th Street 
New York City 


Mileo Mannequins 
7 West 36th St. 


Naegele-Horner, Inc. 
164 West 24th St. 


New Style Studio 
63 Madison Ave. 


Leo Prager 
168 West 23rd St. 


Radiant Glass Fibers Co. 
208 East 27th St. 


Scheuer Creations Inc. 
307 West 38th St. 


Shenker Displays 

8 East 12th Street 
New York City 
Sherman-Weir, Inc. 
222 East 92nd St. 


Nat Siegel, Inc. 
39 West 37th St. 


Timbertone Decorative Co., Inc. 
15 West 24th St. 


Timely Service, Inc. 
453 Broome St. 


Zaria 
404 Sixth Ave. 
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FABULOUS 
FIFTH AVENUE 


... from Washington Square to Central Park 


New York also abounds in the finest 


thoroughfare bulging with exciting new creations. 


museums; 


you Il find the great store windows along this famous 


Yes, 


here IS fashion at its very best! Here IS display! 


the 


most exciting events in the theatre world. It’s where 


big things are happening all the time. 


And it’s all on display! 
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| Read what an “old timer” says 
about this famous school 


Dear Mr. Petty: 

I have been in the field of silk screen 
processing for fifteen years and, after 
discharge from the service, was eager 
to take a refresher course in my chosen 
vocation. 

I spent four months trying to find 
someone to show me some of the latest 
improvements, but with no success until 
I saw your advertisement. As a result, 
I enrolled in your school and enjoyed 
every day of my stay. 

The Petty School is the only one of 
its kind in the world. You have shown 
me improvements in silk screen proc- } 
essing that are years ahead of the field. 
Now that I am in business for myself 
again, I am going places! 

Thank you for showing me that 
“Nothing Takes The Place Of Quality.” 
That motto is indeed the keynote of 


fea 


eco 








my work. 4 

(Signed) Name on request. j 

“ dl 
| 4 ' 
| If you are an ‘‘old timer’? who would 
© like to take a refresher course and 


step ahead in the field ... or an inex- 
perienced ‘‘youngster’’ looking for a 
lifetime opportunity that pays well 
learn more about this famous 
school. Training is practical, interest- 
ing work—not just theory from 
books. Tuition is very reasonable, 
and comfortable living quarters are 
+ provided for every student. To get all | 
} the facts about this profitable train. | 
ing, sign and mail coupon below. a 










_ FULLY ACCREDITED 
| UNDER G. I. 
y BILL OF RIGHTS 


SCHOOL 


Post Office Box 114, Effingham, Illinois. 


SILK SCREEN 
PROCESS 





Ile > - ‘ 7 ; 
Please send me complete information 
about your school, without 
obligation. 


cost or 


Check here if qualified under G.I. 
Bill of Rights 
Name 


Address 


State 


Crt ww RR eR RK wm me ew ee ee ee ee 
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DISPLAY WORLD 


Fishing Week Contest 
Won By Lubbers 


W. A. Lubbers, Recreation Equipment 
Company, South Bend, won first prize — an 
all-expense-paid, two-week fishing trip to 
Minnesota — in the window display contest 
which featured the observance of National 
Fishermen’s Week, April 26-May 3. The 
observance was sponsored by The Sporting 
Goods Dealer and Lubbers will be the guest 
of the tourist bureau of the State of Min- 
nesota and Alex Ruttger of Ruttger Lodges, 
Deerwood, Minn., on his trip. In addition 
to the trip he won $250 offered by Sports 
Afield for the best display during Fisher- 
men’s Week in which a copy of the maga- 
zine was used. 

Second place and a $50 Savings Bond 
from Sporting Goods Dealer and $100 from 
Sports Afield were won by Joseph B. Whitney, 
VanDervoort Hardware Company, Lans- 
ing, Mich. Whitney also won second place 
in the National Baseball Week window dis- 
play contest this year. 

William Wohlschlag ot Hinton’s Sport 
Shop, Marion, Ohio, won third place, re- 
ceiving a $25 Savings Bond plus $50 from 
Sports Afield. 

The fourth and-fiftth place winners, George 
Wagner of the Brandeis Company, Omaha, 
and Jack A. Hybarger, Leonard's, Fort 
Worth, each received $10 in Savings Stamps. 


Employe Insurance 
For Kentlee 

The Kentlee Company, Inc., New York 
City manufacturer of ornaments and _ store 
displays, adopted a group insurance 
program for the protection of its employees, 
it is announced by Ernest F. Fabend, presi- 
dent of the concern. The entire cost of the 
insurance is borne by the employer. 

The plan, underwritten by the Metropoli- 
tan Life Insurance Company, consists of life 
insurance, accident and 
health benefits, and surgical operation §in- 
Also included in the program are 
visiting nurse care and the distribution of 
pamphlets on health conservation and acci- 
dent prevention. 


has 


non-occupational 


surance. 


New Plastic Hanger 

Is Introduced 

New York City, 
is introducing a new plastic hanger with an 
Samuel 
Stempler, general manager of the firm, re 


Barney Stempler & Sons, 


extra-smooth, glass-like finish. 


ports that after a lengthy period of experi- 
mentation and development the new hanger 
It is expected to be 
on the market late in July and will be avail- 
thre Stempler styles for 


hangers 


Is now in production. 


able in all current 


plastic 


Blechman Opens 
New Showrooms 


S. Blechman & Sons, Inc., announces the 


opening of its new display showrooms 
designed and operated by Paeco Displays. 
Display units and accessories are being 
featured in 3,000 feet of exhibit space. In- 
cluded is a complete retail store featuring 
interior displays, along with  wall-cases, 
show-cases, window display units, and _ all 
types of display accessories. The company 


is located at 549 Broadway, New York City. 









JULY, 


1947 
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NADI 
LIST OF MEMBERS 


Abacot Displays, Inc. @ Adler-Jones Company 
@ Advance Displays @ Aladdin Fabrics ¢@ 
Allcock Mfg. Co. @ Allied Display Materials, 
Inc. @ American Fixt. & Mfg. Co. @ Ankerum 
Mfg. Co. @ Arkow-Lewis Associates @ Arrow 


Dec. & Fixt. Co. @ Austen Display 6 
C. Barrango Co. @ Bliss Display Corp. 
Bonafide Disp. & Dec. Co. @ Botanical 
Decorative Supply Co. @ Eve’ Brueser 


Studios, Inc. @ Brunn & Bertheim @ Bulkley, 
Dunton & Co. @ The Carrata Co. @ L. J, 
Charrot Co., Inc. @ Chelix, Inc. @ James A, 
Cole Co. @ Columbia Display Materials Co. 
@ Colonial Decorative Display Co. @® Com. 
bined Industries @ Cook & Meier @ Crown. 
Mark Paper Corp. 


Emil Corsillo, Inc. @ Coy, Disbrow & Co. 
@ Crystal Fixture Co. @ Crystalline Plastics 
Co. @ L. A. Darling Co. @ Dazian’s, Inc, 
@ Decorative Novelty Co. @ Decorative Plant 
Co. @ Dingleman-Wolff Co. @ Display Effects 
@ Display Equipment Corp. @ Display Man- 
nequin, Inc. @ Display Products Co. @ Doerr 
and Associates @ Durable Displays. Inc. @ 


Duran Style-Rite Mannequins @ Everetts- 
Frederiksen-Soper Co., Inc. @ Facil Fabrics 
Co. @ Feder Industries, Inc. @ Frankel 


Asociates, Inc. @ Frankel Display Fixture 
Co., Inc. @ Fren-Zee Store Equip. & Fixt. 


Co. @ Gardner Displays Co. @ Garrison- 
Wagner Co. @ Earl W. Gasthoff Co. e@ 
General Display Corporation 6 General 


Display Studios @ Grant & Silvers, Inc. @ 
The Greneker Corp. @ Victor Haida Displays, 


Inc. @ David Hamberger. 

Halsen Mfg. Co. @ Hexco Products, Inc. @ 
W. C. Hurlock @ B. A. Jacobs Co. @ Jay 
Howe Studio, Inc. @ Irving Kaley @ 
Kaplan Products & Textiles, Inc. @ Lee 
Plastics @ London Displays @ A. Lutz @ 


Lynn Display @ Magnani Statuary Company 
@ Maharam Fabric Corp. @ Majestic Creations, 
Inc. @ Mayorga Mannequins @ Messmore & 
Damon Studio @ MGM Displays, Inc. @ Mileo 
Mannequins @ Modern Displays @ Moortgaat 
Studios @ More Displays @ Mutual Disp. Mfg. 
Co. @ Naegele-Horner, Inc. @ Natural Crea- 
tions @ New England Dec. Supply Co. @e New 
Style Studio @ Old King Cole Displays, Inc. 
e@ Oltmanns 


Paper Manikins, Inc. o Pen Displays 
@ Leo Prager @ R-Tex Co. @ Radiant 
Glass Fibers Co. @ Reflector - Hardware 
Corp. o The Reyburn Mfg. Co., Ince. 


e@ Rip Studio @ Royal Paper Corp. @ Gustave 
Kubner, Inc. @ Sales Paper & Supply Co. @ 
Schack’s, Inc. @ Scheuer Creations, Inc. 
@ Shenker Displays @ Sherman Paper Pro 
ducts Corp. @ Sherman-Weir, Inc. @ Frederic 
Shipman @ Shoe Form Co., Inc. @ Nat Siegel, 
Inc. @ Silvestri Studios @ Silvestri Art Mfg. 
Co. @ Southern Display News (Associate) @ 
Standard Fixture Co., Inc. @ Standard Cellu- 
lose. & Novelty Co., Inc. @ Starkman Dis 
play Center @ W. L. Stensgaard & Asso 
ciates, Inc. @ Swivelier Co., Inc. @ Sylvania 
Ilectric Products, Inc. 


Tabery Corp. @ Taffel Bros., Inc. @ Tally-Ho 
Display Studio @ Timbertone Decorative Co.. 
Inc. @ Timely Service Co., Inc. @ Tri-Allied 
Creative Displays © Jas. B. Williams, In 
Frederic Weinberg @® Wolf & Vine @ Zar 
@ W. M. Zeppen-Field Studios @ Displ 
World (Associate). 


PROGRESSIVE 





MERCHANDISE 
c PRESENTATION © @ ® 
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Og Days--on the skids... 


And rightfully so because customers favor the stores where bloodhound tactics are not 

















ave required to ferret out the merchandise they want. Display-right stores give attention to 
lan = 5 

ae modern merchandising display methods that show and sell. Stores that accent display 
nc. 7 ‘ ; . ‘ : 
ave give their sales personnel more time to get those extra sales instead of hunting or 


Inc. 
Pro 
eric “ i : : ; 
gel, greater profits. If you are confronted with any display problem, take advantage of 


hiding merchandise that should be available to both clerk and customer. Increase the 


display budget to decrease selling costs ... enjoy faster turnover, increased sales, and 


)e the full facilities our N.A.D.I. membership offers you. We solicit the opportunity to 
be helpful... . Write us and we shall give you our complete cooperation without obli- 


gation. 


-Ho Invest at least 1/3 of your promotional dollars in display. 
ied You have to sell the seasons to the public in order to 
stimulate their buying — Prepare plans now for Christmas 
promotion — the biggest selling season of the year. 


PROGRESSIVE 





NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 


®@eeee0esdsk8eetegee @ @ PRESENTATION @ee0ee0e5«850e0#8e08ee08ec08et@eeeit 
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CRESCENT 
Qual 
BOARDS 





IMPRINTED LINING 
FOR POSITIVE 
IDENTIFICATION 


a product of 


Cuicaco CarpBoaro Co, 
670 W. WASHINGTON BLVD. CHICAGO 
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Antiques In Display 


By HARRIET SHERRY 
New York City 


HE past 10 years have been eventful 

ones. They have seen changes in mer- 

chandising and they have seen too, the 
display field come of age. During my years 
in business, display has proved itself both 
an art and a science, fulfilling that chal- 
lenge with an art’s inspiration and with the 
exact, sharp tools of a science. 

Displaymen have made great strides dur- 
ing those years. They've learned to use 
their weapon with precision. They've learned 
that the window that makes news makes 
customers and they know, too, that the 
window that’s news is frequently designed 
with old props, in other words antiques. 

Many displaymen have adopted antiques 
as their ally, realizing that antiques mean 
business. The war brought shortages, 
among them a shortage in home furnishings. 
The antique business increased to six times 
its pre-war volume during that period. 
Thus, the antique business became Big Busi- 
ness with many thousands of new fans 
alert for a “find” in every shop window 
they passed 

Modern display, aware of this new mar 
ket has come around to using antiques to its 
own advantage, because antiques catch and 
hold the buying eye. They know the selling 
value of position, of prestige, of the stamp 
of a famous era or a personality. 

Thus by using antiques as props in thei 
windows, they allow history (in the guise 
of furniture, fabrics, prints) to give an as- 
sist on the play 

They know that the stamp of tradition 
an help tell their story, make it convincing, 
make it stick 

I started by planning the decor of the 
windows of my New York shop and I found 
that people stopped and looked and came in 
to buy. If this worked for me, I thought, 


why shouldn't antiques do the same job for 
retail stores? At first, the response on the 
part of display departments, not as well or- 
ganized in those years as they are today, 
was weak. At first they were shy about 
their knowledge of antiques, of periods and 
styles and thus reluctant to use them widely, 

But since then the trend has advanced to 
the point where it is now common practice 
for display departments to rent antiques, to 
plan windows with the aid of antique deal- 
ers to start research departments of their 
own. In fact, by this time a number of the 
larger stores have embarked upon a _ pro- 
gram of creating their own private antique 
collections. 

Antiques, stores have discovered, lend 
themselves to a subtle promotional approach 
A distinctive window display centered 
around a novel historical theme gets atten- 
tion in the newspapers when the emphasis 
is not on the particular item of clothing of- 
fered but on public service, on information 

Tie-ups with local museums and famous 
collectors planned as a store-wide campaigi 
make news. Windows deriving their themes 
from holidays, anniversaries or national 
groups make rich publicity possibilities. 

Antiques, stores have discovered, lend 
opportunities to work in the display of 
women’s fashions. This is logical enougl 
since most displays are devoted to women’s 
clothing, women are the main buyers in this 


—This Father's Day window by John Rosen- 
berg, Abraham & Straus, Brooklyn, featured 
antique shaving equipment to promote Shulton 
"Early American Old Spice" items. Antique 
shaving mugs and bowls were used for the two 
side displays. Included in the showing were 
razors dating back to the Rome of 1500 B.C.— 
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ntry, and windows seeking to attract 

t) ir patronage must be as attention-con- 

us as the display department can make 

displaying fashions, antiques can be 

I think, to their great advantage in the 
owing ways: 

hey are particularly 

onjunction with clothing drawing its in- 

ation from a particular period in history 


successful used 


, 2 where the spirit of the times has been 
| the tured in one garment. 

| Or- Vhen fashions derive their inspiration 
Pakae s i prints, fabrics, sculpture, ceramics, 
bout Ipapers, old illustrations, these items 
ane should be the display’s point of departure 
lely, the form of large blow-ups, the originals 
ad to copies. 

“tice Vhen a dress or suit has borrowed its 
5, to color from a famous personality in history, 
eal- rom a painting, from draperies, a piece of 
heir furniture, that particular fabric or painting 
the vill do much to recreate the period in your 
pro- window and thus stir your audience's imagina- 


1que tion. I have seen a most effective display 

ntered around an Aubusson carpet, for in- 
lend stance, sending the potential customer's mind 
ach along the path which the fol- 
red ved from the moment he saw that carpet 


designer 


ten- i museum, surrounding the thought with 
asis re than date, but with a period of time, 
of- vith an aura explained in terms of his origi- 
1on | sketches, his research material, right 
ous vn to the final creation 

11g! Clothing prompted by an actual item like 
mes a fireman’s hat or a Pony Express mail 
mal uch makes color displays when the 1947 


hat or bag is shown with its earlier countér- 
end part 


of In departments other than women's wear, 

ugl istorical displays can be used effectively 
en’s ducationally. Any display demonstrating 
this ist how a product evolved into its modern 
rm is interesting to the window shopper. 


e American public is always fact-hungry, 
They listen to the 
read perhaps 10 different newspapers 
they 
If you can teach them 


1 { that vou mav ‘be 
d dio, 


in nd magazines 


sure 
weekly ; quite 
tisty that appetite. 
mething by means of your window display, 

ll never fail to stop and look and buy. 
that 


sole Or a 


never 


li you are displaying a shoe bears 
plattorm 
stic upper, I suggest you show your pub- 
their 


days. The 


ime innovation — a 


just how far shoes have come 


early war made wooden 


ves fashionable. Why not show the whole 


le from Dutch wooden shoes right down 
the modern species: 
\ dress with plastic buttons lends itself 


display ot buttons, their 


purposes 


a_ historical 
1PInNsS 


he fabric 


and 
department, let us suppose, 
s just received a shipment of a material 
de ot and all 


in old-time loom and by-gone 


glass Using a miniature 
materials, 
that 


modern 


can be serves 


effi- 


display worked up 


inderline the way in which 


ney and scientific production have led to 
se startling advances. 
t the lamp department is pushing a chan- 


ier it has brought out of the last cen- 
. your window can tell the story of light- 
by means of this very chandelier converted 
; TY 


its candlelit infancy to gas and finally 
lectricity 
window 


tilizing antiques in 


natural 


displays is 


most way, of course, to build 
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DISPLAYS FOR A FRUITFUL FALL 





No. 225 GRAPE ARBOR—7 it. 


APPLE TREE—7 ft. 


high—5 ft. wide No. 227 high—4 ft. wide over 


overall. Multicolored, copper highlighted grape leaves, all. Simulated half-round brown bark trunk, wood 
green and purple grape clusters, rustic cedar con- er 
struction $37.50 ea base, multicolored leaves and apples. $16.50 ea 
No. 226 GRAPE POST (One upright of Arbor) No. 228 TRUNK only—4 ft. high 6.25 ea 
7 ft. high—2 ft. wide overall $14.00 ea. No. 229 APPLE TREE HEAD onlv—3 ft. over 
No 224 GRAPI CLUSTERS—18 grapes-—-2 leaves. % 
$10.50 doz. ll salad 


DISPLAY PRODUCTION CENTRE, INC. 


"Headquarters for Display" 


35 WEST 36TH STREET NEW YORK 18, N. Y. 

















NOW READY... 


with the most complete line of 


CELLOPHANE DISPLAY SPECIALTIES 


FLAMEPROOF 
@ CELLOPHANE FRINGE 
@ CELLOPHANE WREATHS 
@ CELLOPHANE ELECTRIFIED 


in the history of our company 


Making IMMEDIATE DELIVERY OF FLAME- 
PROOF CELLOPHANE GARLANDS. 


WREATHS 
¢ CELLOPHANE CLOTH STANDARD CELLULOSE 


e@ DISPLAY FLOWERS 
@ XMAS WREATHS 
e@ NEW DISPLAY ITEMS 


& NOVELTY CO., INC. 
476-478 Broome Street New York 13, N. Y. 























Valuable territories 
open to distributors. 


WITH MOLDED 

PLASTIC 

LETTERS 
All sizes and colors. Translucent 
or opaque. Custom molded letters 
and phrases in your special style. 


WARNER INDUSTRIES, INC. 


118-124 W. PEARL ST. 
CINCINNATI 2, OHIO 
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LARUSmne BAD. £0. INC 


UNION JACK | HI-PLANE HOLIDAY AMS —AGATOR | DOMINO 


wi hang “ele 


by--fh-+ ah —p-4 





C \ J = TENT 


Larus & Bro. Co. use a striking com S$ | 
bination of White Mirror and White a 
Dewdrop Flexglass to display their y 
entire line of tobacco products 





§ 


Use Flexglass. The answer is as simple as that. 

This attractive decorative material provides a brilliant background 
flor vour products. And flashes a command for attention that even the 
most indifferent eves obey. 

Po make Flexglass. seintillant segments of real glass are firmly and 
permanently mounted on a flexible fabrie backing. 

And Flexglass is all the word “flexible” implies. Use it anvwhere 
on curved surfaces or flat. It fits in perfectly with any decorative 
scheme... modern or traditional. Use it for panels. niches, columns, 
pedestals ... anywhere your ingenuity dictates. 

Mlexglass is available now in a wide variety of eve-catehing colors . 
the flashing brilliance of mirror, the soft pastels of opals. the sparkle 
ol dewdrops. 

(nd there fs something new under the sun! You can now get Flexglass 
with eye-catching patterns and designs in rich ceramic colors, fired on 
the underside of the glass (where they can’t wear off). 


For complete information, write to: 


UNITED STATES PLYWOOD CORPORATION 


Dept. F, 55 West 44th Street, New York 18, N.Y. 


FLEXGLASS — The Glass That Bends. Genuine glass rectangles mounted 7 
on flexible fabric backing. Readily cemented to flat or curved surfaces. DV ant 

Mirrors, le wadrops and opals . inomany different colors B } ayit ; f Le we 
Plexwood and Flexglass are manufactured and marketed jointly by United A 

States Ply wood Corporation and The Mengel Company. The Glass T cs a 


FABRICS 


50’ HEAVYWEIGHT BENGALINE In AIl Colors 
HOMESFUN and CASEMENT CLOTH 
IN UNLIMITED QUANTITIES FOR IMMEDIATE DELIVERY 
Write for Samples and Prices 
JOBBER INQUIRIES INVITED 


TRIM-RITE CoO. 


315 CLINTON AVENUE NEWARK 8, N. J. 

















| 
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up an antique department in your. sto 
But if the store specializes in fine rept 
duction furniture, the antique piece fri 
which it has been copied alongside the 1 
production of the modern piece will ser 
to emphasize the fine workmanship and i 
genuity that went into the latter-day versio 
A modern piece will take on interest why 
its lines are compared to that of the origin 
Just think of the decorating suggestions that 
can grow out of just such a display! 

A store with a print or painting shop 
can do more than the conventional trick 
setting a room's color scheme. Here's 4 
more original display suggestion; its et 
fectiveness should certainly reward your e} 
forts: Display a painting or print, repro 
ducing a portion of that painting's back 
ground the interior of a room, a corne: 
of a_ kitchen using the painting as a 
jumping-off point for an interior decorating 
display or a demonstration of a window 
treatment. There is a chance here for a 
double or even a triple tie-up between the 
print, the drapery and the home furnishing 
departments. 

Antiques are easily adaptable for clever 
displays in small spaces as well — side 
vindows, showcases, ete. using general mer 
chandise. The packing cases antiques come 
in from abroad are. effective when you 
want a French or English connection. Sets 
of antique shelves, a Victorian what-not can 
display such varied items as china, glass o1 
ceramic figures. Old jewel caskets from 
which pour heirloom jewelry or their pres 
ent-day reproductions make fine small area 
displays. For gift-time occasions, antique 
cherubs may waft presents earthwards [ 
have used this idea with great success at 
hristmas time. 

In the course of my experience as an an 
tique dealer working both with retail ch 
ents and with display departments of retail 
stores, | have learned that an effective dis 
play is one that involves the audience's 
association, gives them something to carry 
home, a fact, a new trick or an old one. 


MARKET WEEK MAKES HISTORY 
[Continued from page 33 
Market Week scheduled for New York 
City next vear. 

Five display groups from store alliances 
held individual meetings during the Chicago 
event. They included representatives from 
the Cavendish Trading Corporation; Fred- 
erick Atkins, Inc.; Allied Stores Corpora- 
tion; Mutual Buving Svndicate, and As- 
sociated Merchandising Corporation. 

It was the first such meeting for the 
Frederick Atkins display executives, repre- 
senting 16 stores, as they got together at the 
Merchandise Mart, and most of the time 
was spent in getting acquainted and out- 
lining a program for future meetings. Plans 
for an exchange of display props, ideas and 
display sources were discussed. The group 
will meet again in December, in New 
York City. 

Ed Osterland, display manager for Wm 
Taylor's Sons & Co., Cleveland, as chairman 
called the Mutual Buying Syndicate’s dis- 
play group to order with 40 in attendance. 
Fashion trends, budgets, store construction 
and remodeling were among the subjects 
discussed. This group will meet informally 
in New York City in December, and will 
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ld its regular annual meeting in the same 
y next June. 
he Associated Merchandising Corpora- 
‘s display meeting was attended by 
resentatives from 18 stores and was un- 
the direction of Morris Welch, display 
ctor for AMC. Howard Cowee, School 
Retailing, New York university, was the 
tured speaker; he discussed a display 
t made recently at Shillito’s, Cincinnati, 
er his supervision. The purpose of the 
was to check the comparative value of 
dy-to-wear interior displays which are 
essorized as opposed to similar displays 
ich are not. Cowee reported that the one- 
ek test, during which time the two type 
plays were alternated at regular inter 
ls, showed that the accessorized display 
iplete with sign card attracted much 
re attention, stopped more shoppers, and 
tually sold about twice as much merchan- 
e as the other. As a result of this test 
is said that several AMC stores plan to 


stall a tier-table type of fixture 


Harpers’ Bazaar sponsored a fashion show 
ich was presented for AMC display ex 
itives, after which Hal Laird, display 
inager for American Airlines, spoke on 
king air travel with store promotion. A 
neral discussion of display problems _ fol- 
ved. The meeting ended with a_ report 
top managements’ views on display as 
ught out by an AMC management meet 
in Westchester, N. Y., not long ago. 
Harold Morais, display director tor Allied 


tores Corporation, was in charge of 


two-day meeting held for display execu- 
es representing 48 member stores, and 


itlined the views of Allied’s sales promo 


n division as regards displays. He also 


troduced the ubiquitous Howard Cowee, 


NYU's School of Retailing, who spoke 
display research. Among other speakers 
re W. L. Stensgaard, head of the display 

of that name; Paul Niles, display d1- 
tor, The Golden Rule, St. Paul; Stanley 
Candless, Century Lighting, Inc., New 
k City: Walter Spiro, display director, 
Gertz, Jamaica, N. Y.; Walter Krysto, 
play director, Jordan Marsh, Boston, and 


Ibert Bliss, Bliss Display Corporation, New 


rk City. 


\ chartered steamer took many of the 


legates for a ride on Lake Michigan the 


? 


ning of June 23, as guests of the NADI 


()ne of the most enjovable events of Mar- 


Week was a dinner-dance given by The 
neker Corporation, New York City, at 
Continental hotel; it was attended by 
} 


\ dinner was given by Jas. B. Williams, 
New York City, and there were cock- 
parties given by several other firms. 


Grief highlights of the products displayed 


the various rooms and booths at the 
vens follow; naturally lack of space 
vents listing more than a few items from 
h exhibit: 

\bacot Displays, Inc., Bedford Hills, N. Y.: 
nulated knotty pine and other woods, 
paper; simulated wood frames; tinselled 
istmas cut-out designs. 


\lleock Manufacturing Company, Ossin- 


N. Y.: An exceptionally realistic baby 
nnequin; a full line of juniors and chil- 
n’s figures, all linen finished and with 
ber hands. 

\llied Display Materials, Inc., New York 
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As flexible as youth itself! 
Created for today’s and to- 
morrow 's teen-age fashions. 
Windsor Featherweight 
Mannequins were styled in 
cooperation with leading de- 
signers and manufacturers 
of teen-age clothes. They're 
sized to fit perfectly! 


Immediate Delivery 
WRITE FOR ILLUSTRATED FOLDER 


The DISPLAY EQUIPMENT CORP. 


147 W. 37th St., New York 18 
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metals; 
Christmas novel- 


width rolls of base 


36-inch width roll papers; 


36-inch 





| City 





ties in wire and other media. 

\merican Fixture & Manufacturing Com- 
pany, St. “Linette’” mannequins with 
a linen finish; a new line 
of “Sub-Junior™” figures and a newly styled 


































Louis: 
new lustrous wigs; 


group of children’s mannequins with a fabric 
finish; precision-made, tapered fit, all-steel 
garment racks. 

Ankerum Manufacturing Company, Phila- 
delphia: Flooring wreaths, and 
Christmas novelties 


materials, 


Arkow-Lewis Associates, Philadelphia 


Wire frame fans and “exotic leaf” fans, 
with glass fibre leaves and decorated with 
real maribou; frosted flowers in glass fibre; 
“bouncing” wire Christmas tree; “on-the- 


cutouts for fall and Christmas. 
\rrow Decorating & Fixture 
Philadelphia dimensional 


a complete line of men’s wear fix- 


glass” 
Company, 
Three wall 


plaques; 


tures of natural oak with hand-rubbed 
fumed finisl 
Austen Display, New York City: Natural 


metal dis 
Wire 


finish wood screens; expanded 


plavers:; wire and tin figures; angels: 


Christmas novelties 


TRADE PERSONALITIES no s3 
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C. Barrango Company, San _ Francisc 
Set of three men’s figures featuring cari 
catured faces, hand painted in oils; simila 


figures without the caricature angle; con 


pletely flexible figures. 
Bliss Display Corporation, New Yor 
City: Cutaway houses with rooms; 


shadow-box form to show Christmas scene: 
all mechanized; large set pieces for Christ 
mas; variou 
media. 


variety of decoratives in 


Bonafide Display & Decorative Company 


New York City: White glass fibre Christma: 


trees trimmed with gold balls; cellophan 
straw Christmas tree, all white; holida 
sprays, wreaths, etc. 

Eve Brueser Studios, New York City 
Christmas tree in heavy ice-blue foil, fin 
ished with foil pom-poms; giant pens, pen 
cils, T-squares, and triangles in outlin 


black mirrored chan 
dehier ; plastic orchids. 
Brunn & Bertheim, New York City: 


forms, 


form ot heavy wire ; 
Muc h 


wire work in various ranging fron 
full-round 
“plants” 

form; sequin-trimmed trees. 


Bulkley, Dunton & Co., New 


sequinned 


all-glass lamp in chandelier 


copper dogs to 


large, 


York City 


_ by Tony Brinker 



















































we ARE... 
A BIG-TIME 
comPeriTor ! 


Boan IN WEST VIRGINIA AND 
REARED IN HUNTINGTON WHERE HE 
ATTENDED MARSHALL COLLEGE. 
WHILE IN HIGH SCHOOL HE DECIDED 
TO GO INTO DISPLAY BY OPENING A 
DISPLAY INSTALLATION SERVICE. 
OPERATED IT FOR 5 YEARS AND THEN 
MADE UP HIS MIND TO GET INTO A 
LARGER FIELO. WITH MERRILL 
HERMANSON HE OPENED THE 
GENERAL DISPLAY CORPORATION 
IN CINCINNATI 10 YEARS AGO, 
FIRST AS A JOBBING HOUSE AND 
GRADUALLY ADDING THEIR OWN 
MANUFACTURING LUNE OF FLOWERS, 

DECORATIVES, ETc, 


Ach 


FUERA 


PRES/DENT, 
GENERAL D/SPLAY 
CORPORATION 
C/NC/NNAT/ 


MY DEAR, THESE 






Likes ARTIFICIAL FLoweRS SETTER 
THAN REAL ONES...(THIS 1S THE TRUTH!) 
JUNIUS IS MARRIED ANDO HAS TWO 
CHILOREN, BOY ANO GIRL ,ONE S\X ANO 
THE OTHER THREE YEARS OLD. HIS 
CHILDREN MAKE UP HIS PRINCIPAL 
HOBBY, FOLLOWED BY GOLF AND HAND- 
BALL IN THAT ORDER. ENJOYS ALL SPORTS. 
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isplay papers, including zebra _ stripes, 


amless stripes, satin-striped foil, “Velva’’- 
triped foil: leatherettes; woodgrains. 
Carrata Company, Los Angeles: Six strik- 
g new men’s figures in sports poses— 
wwler, golfer, ballplayer, swimmer, bicycle 
der, tennis player; other men’s figures with 
mpletely real expressions. 
L. J. Charrot Company, New York City: 
foot frosted pine drop with 20 Christmas 
ee lights; 6-foot “‘candle in the clouds” 
t; chartreuse spray with white lace leaves 
nd white wire balls 
Chelix, Inc., New City: Pot-bellied papier 
ache stove of the “depot” type; miniature 
er and sleigh; mache frame with coquet- 
sh deer in center; all-white wire angel, 
icked 
Jas. A. Cole Company, Inc.. New York 
itv: Fall and Christmas novelties in many 


edia 

Colonial Decorative Display Company, 
New York City: No display just a 
lowup photograph of the company’s princi- 
vals and the words: “On vacation!” 


Columbia Display Material Company, 


hrooklyn: Christmas papers in flock and 


Hitter finishes 


Cook & Meier, Chicago: Plaster Christ- 
as candle unit with a spray ot plastic 


poinsettias and plastic leaves in muted tones 


Emil Corsillo, Inc., Hollywood: New col- 
irs In wigs, including “techni-color blonde” 
vhich was worked out for the motion pic- 
ire studios and is now available for dis- 
lay; expandable wig toundations to ac- 
ommodate various sizes ot heads. 
Crown-Mark Paper Corporation, New 
York City: 92-inch width seamless paper 

a variety of colors, developed trom a 
irvey of displaymen’s needs: 53-inch 
Metaloid” leatherettes and velour seamless 


papers 5; foils In colors: embossed toils 


Crystal Fixture Company, Chicago: Com- 
inations of metal and plastic in fixtures, 
ich as black plastic base with copper 
ipporting white and clear plastic display 
ections. 

Crystalline Plastic Company, Los \n- 


geles: Shoe displaver of plastic with “ham- 
mered silver” effect on leaves; millinery 


tand combined with a small copper flower 
ot. 

L. A. Darling Company, Bronson, Micl 
No display; given over to a large repro 
luction of the Darling “Man” and to photo 
raphing visitors 
Dazian's, Inc.. New York City: Gold and 
ilver lahm (their spelling) in crepe or plain 


tinsh; all sorts of metallic finished fabrics 


seasonal use. 
Decorative Novelty Company, Brooklyn 
cellophane decorations for fall and Christ- 


is 


Decorative Plant Corporation, New York 


it) Base metal Christmas tree. 8 feet. 


+ inches tall; base metal chandelier: spun- 

‘lass Christmas tree; spun-glass_ horse; 

adow-box snow machine which operates 

a CONVEVO!I belt and requires no screen 
Iront; new metallic wreaths 

gleman-Wolft Company, Inc., New 

rk City 36-inch wide zebra pattern 


papers in different color combinations ; othe1 


apers in 53-inch width with tov designs 
n color and flitte: 

Display Effects, Los Angeles: Metallic 
hristmas trees, large ornaments, giant 
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bate en we show off every fine line and detail of your 
i snaps no kid glove handling for us...superb 
papier mache construction with unbreakable rubber 
hands...for an eyeful of beauty and value, see our 
whole swell family—big sisters and brothers and 
all the kids — 


. » 
ly 
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257 WEST I7th STREET e NEW YORK II, NEW YORK 








READY MIXED METALLIC GOLD 


SYNTHETIC LACQUER 


Your difficult gold or silver finishing problem can be a simple process. 
Just STIR, THIN and APPLY by brushing, spraying, dipping or 
tumbling. It dries in 10-20 minutes. Gold color and leafing properties 
are stable and uniform. A trial gallon is offered at quantity price. 


Processed Chemical and Coatings Corp. 


33 NORTH Ist STREET BROOKLYN I1, N. Y. 


MANUFACTURERS OF INDUSTRIAL FINISHES 
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Attention 


JOBBERS 


We are happy to announce that due to 
improved production facilities, we are 
new able to take on new JOBBERS IN 
NEW TERRITORIES. 





We carry a beautiful and complete line 
Juniors, boys and girls 
mannequins. We also have 3/4, Blouso, 
Shoulder and Headless Forms. 


of Women, 


it: Seventn' ited 
All Incuiries Invited! 





Our Mannequins are made of a HARD- 
TEX composition, are light in weight and 
Absolutely no percentage of 
plaster is used in the manufacturing. 
The wigs are made of horsehair and 
come in many beautiful styles and colors. 


U. S. MANNEQUIN 
MFG. CO. 


Creators and Manufacturers of 
Mannequins for Window Display 


10-15 46th Avenue 
Long Island City I, N. Y. 


resistant. 








‘ 
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wreaths holding deer; stalk of corn with 
jewels replacing grains in the ear. 

Display Equipment Corporation, New 
‘ork City: “Pin-Up” sculp- 
tored from Walter Thornton’s famous mod- 


A 


mannequins 


els. 

Display Mannequin, Inc., New York City: 
Complete line of mannequins. 

Doerr & Associates, Portsmouth, Ohio: 
Novel display pieces such as unit of white 
oak featuring f Kentucky 
rifles, duelling pistols, swords, and the like; 


reproductions « 


pen-point figure for back to school; simu 
lated wrought iron grilles. 

Durable Displays, Inc., Chicago: “Dura 
ble Dorable Debs” and a related line of 
mannequins in action poses. 

Facil Fabrics Corporation, New York 
City: New phabl “Facil” 
called “Vinylett” the first time the well- 
known “Facil-Fab” has had other than a 
is fireproof and in holiday 


vinyvl-backed 


paper backing; 
colors 

Feder Industries, Inc.. New York City 
Revolving papier mache Christmas tree and 
oversize, antique bottle used 
a clear plastic 


mache Santa; 
as a Christmas ornament 
mache 


shows winter scene. inside; 


angel descending stairs 

Frankel Associates, Inc., New York City 
Fabrice called “Nylon-Sheen”, made of nylon 
with an unusually high lustre, draping and 
folding well and with colors which glow and 


Wisert 


spark le : comple te line of display fabrics. 

Frankel Display Fixture Company, Inc., 
New York City Line. of Malcolm-Arace 
mannequins: complete line of display fix- 
tures. 

Fren-Zee Equipment «& 
Company, New Haven, Conn. :“Kandy-Kane 
Kids” for Christmas, of light weight papier 
mache in heights ranging from 12 to 20 


Store Fixture 


inches, some designed to support glass dis- 
plavers; “Capistrano” imported displayers 
from Italy, with natural hardwood legs an¢é 
hand-woven rope tops 

Gardner Displays, Pittsburgh: The well 
known “Laughing Santa’; animated units, 
including a full-size reindeer seated at a 
table going through the motions of eating: 
Santa standing with Dutch children betore 
a windmill. 

Garrison-Wagner Company, St. Louis 
One of largest spaces at the show, filled 
with all display materials and 
equipment for fall and Christmas. 

Earl W Gasthoff 


[11.: Giant Christmas sprays and balls, set 


types ot 


Company, Danville, 


pieces; general line of Christmas units and 
decoratives. 

General Display Corporation, Cincinnati: 
Poinsettia ballet figures; giant candle and 
lvcopodium ledge unit; flocked, 
sand-blasted manzanita trees. 


heavily 


General Display Studios, Los Angeles: 
Snowtall device in shadow-box form, operat- 
ing without brushes or conveyors snow 
falls briskly and naturally behind screened 
front; mechanized Santa at white piano; 
giant old-fashioned lanterns with Christmas 
figures inside. 
Grant «& 
Plastic stars and bells in color; fixtures 


Silvers, Inc., Los Angeles: 


combining bronze and plastic; large Joshua 
tree units with natural burrs, sprayed in 
Christmas colors. 

The Greneker Corporation, New York 
City: Completely new line of 70 figures; 
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new magnetic arm-lock device; on some 
figures a push-button arrangement permits 
extending or decreasing height by as much 
as 2 inches; six new baby figures; recently 
added group of “Twixteen” mannequins. 

Grimm-Lambach Artificial Flower Com- 
pany, St. Louis: “Dec-A-Pol”’, a new idea 
in display, consist of hollow steel rods with 
a compresison device in one end for use as 
dividers, for special interior settings, win- 
dow use or numerous other ways holds 
up to 400 pounds per pole. 

Hexco Products, Inc., Chicago: 
identification signs; bust forms: 

Jay Howe Studio, Inc., Chicago: 


Product 

racks. 
Elabor- 
ate screen. 

W. C. Hurlock, Inc., 
Painted natural cedar back in any color 
combination; 52-inch width pyroxylin coated 
paper in variety of colors. 

B. A. Angeles: 
Purely California-type men’s mannequins, 
fixtures and set pieces; plastic mannequins 
in variety of finishes, faces with character 
expressions. 

Irving Kaley, New York City; 4-foot 
white leather snowflake; roping and 
wreaths of natural “crinkle-bush” in blue 
or other colors, flittered and with white 
pods; Christmas boat filled with gift pack- 
ages. 

Kaplan Products & Textiles, New York 
City: Large Christmas tree balls of plastic, 
non-breakable and non-chipping; 
metallic gold dots;  plastic- 
backed satin, fluorescent under black light. 

London Displays, Pittsburgh: Wire gift 
boxes in frame form in various sizes up 


Lansdowne, Pa.: 


“Al : 
Jacobs Company, Los 


fabrics; 
rayon. with 


to large enough to hold a mannequin; elf 
in Christmas colors; merry-go-round horse, 
full size, to support mannequin topped 
with carousel rod and gilt canopy; full- 
size grandfather's clock of mache. 

A. Lutz, New York City: Large rattan 
screens highly stylized for fashion display; 
wood and = rattan  what-nots in natural 
finish, 

Lynn Display, New York City: All-white 
full size spun glass horse and mache sleigh: 
6-foot suspended Christmas tree ornaments 
of spun glass for displaying accessories. 
York City: 
holds 
a cigarette to her lips, while a stop-and- 
start) motor pressure to force 
chemical smoke from the mouth figure 
can also hold a bubbling cocktail glass; 


Mannequins, New 
New mannequin which 


Magnani 


“smokes” 


supplies 


new group of six sports figures. 

Maharam Fabric Corporation, New York 
City: Wide line of fabrics of all types; 
jungle prints in tropical designs on crash 
in a variety of color combinations; satin 
stripe (2%-inch) tabric in Christmas colors. 

Majestic Island 
City. ANG av: sled and 


three reindeer of mache, full round; series 


Long 


Christmas set pieces; 


Creations, Ine., 


of three mache Santa heads; rustic pole 
with bucket and grape festoons. 

Mayorga Mannequins, New York City: 
Figures in a “limited edition” set — one 
set to a customer, highly stylized, more or 
less show pieces; millinery heads and busts 
mounted on angle with frame. 

Messmore & Damon, Inc., New York City: 
Spectacular mechanized Santa and_ eight 
reindeer across large background showing 
winter scene; mechanized Alpine ski-slope, 
with chalet, lake, mountains, and with minia- 
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ire ski enthuasiasts shown lifted by ski- 
w and then racing down mountain; numer- 
is other animations. 
MGM Displays, Philadelphia: Santa Claus 
dirons of foil board with wood frame; 
t pieces. 
Mileo Mannequins, New York City: 
plete line of mannequins. 
The Moortgat Studios, Glenshaw, Pa.: 
istom-tailored, exotic sprays, wreaths and 
ints, mostly in whites or pastels and 
immed in gold or silver; striking adapta- 
ons of orchids in Christmas wreaths and 
rays. 

More Displays, Medford, Ore.: Peruvian 

press sprays; flat garland for framing 

indows; new line of natural and preserved 
iliage. 

Naegele-Horner, Inc., and Display Bazaar, 
New York City: New line of “Bonwit Tell- 

mannequins with hairdo resembling 
saper but actually of substantial cotton 
tape... the figures are called “French 
Fantasy”; Peruvian linens; “Straw-Wisp” 
mannequins made, as the name indicates, 
of straw. 

Natural Creations, New York City: 
(hinese tree on red lacquered base, branches 
finished in shiny black and topped with 
white mountain tumbling weed; white can- 
delabra unit for background, all-white with 
six candles; roping of crinkly. oak twigs; 
roping of baby’s breath; ivy roping. 

New England Decorators Supply Com- 
pany, Boston: “Perfo-Mats” made of flexi- 
ble pressed fiibre and easily bent into any 
desired position — 15 inches wide by 47 
inches long — in Christmas and fall colors. 

New Style Studio, New Yo-k City: Busts, 
heads, etc. 

Oltmann’s, Omaha: Christmas _ trees, 
wreaths and set pieces of pine, all heavily 
Hocked with realistic snow applied with a 
special adhesive process; revolving spear- 
pointed stars in silver; all-white flocked 
(hristmas trees. 

Papier Manikins, Inc., New York City: 
Papier mache mannequins; costumed mache 
Santa, with children; plastic and motion 
display units. 

Pen Displays, Philadelphia: Papier mache 
ind wire novelties. 

Leo Prager, Inc., New York City: Hang- 
ng glass displayer for accessories; Christ- 
mas stars of glass: fixtures. 

R-Tex Company, New York City: Variety 

display accessories; papers. 

Radiant Glass Fibers Company, New York 
Citv: “Dream Puff” spun glass and _ fibre 
lass sheets. 

Revburn Manufacturing Company, Phila- 

Iphia: Pedestals and caps; animated 

iristmas units; seasonal panels and back- 

und papers. 

Royal Paper Corporation, New York 

tv: Metallic and embossed foil papers for 

1 and Christmas. 

Gustave Rubner, Inc., New York City 

isticized display papers; fabrics. 

Schack’s, Inc., Chicago: Giant metallic 

Insettias with a lace applique in pastels; 

ivily flocked white Christmas trees and 

ravs; Santa mask of mache, full round: 

t of adjustable gnomes. 

Scheuer Creations, Inc., New York City: 

productions in clear plastic of wrought- 

m grilles; full-size, clear plastic lamp 

of antique design, slanting up from a 
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‘Thanks a Million... 


... for your enthusiastic acceptance of our 


Christmas line at the Display Market Week. 


Your many compliments on our flame-proofed 
Christmas Pine units (with white rayon flock 


snow finish) are particularly appreciated. 


OLITMANNS 


1405 DOUGLAS ST., OMAHA 2, NEBR. 























HANSEN 
TACKERS wm 


e Rapid-fire 

e Economical 

@ Light-weight 

@ Positive action 

e Precision tacking 





Improve Your 
Window Displays 
by using 
HANSEN TACKERS 


1 Extra Neatness. Bulky display material or flimsy crepe paper is 
secured with Hansen Tackers in a neat and workmanlike manner. 
Slender staples hold firmly, yet neatly. 


2 Extra Speed. Easy, rapid-fire work. Tacker holds up to 140 staples 
per loading. Hansen Vest Kit supplies staples as near as the vest 
pocket. 


3 Extra Accuracy. Every staple exactly where you want it. Hold 
materials with one hand — drive with the other. Wide variety of 
Tacker models and staples sizes. 


ask FoR I A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AvE. CHICAGO 40 ILL. 
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No. 703 


WROUGHT IRON 
SCREEN 


Set the scene for Fall with this distinctive 
three panel screen in simulated 


rich black 
lacquer finish spattered in dull gold 


wrought iron 


graceful scroll design in rich gold 
decorates each panel colorful spray 
of Fall leaves . . . size 


84" high x 66" 
50 
each 


No. 709—MARBLE TOP BENCH 


overall width. 


A functional unit of unusual charm 
especially adapted for use with 

the Wrought Iron Screen attractive 
verdi green marble top . . lovely 
scroll design legs finished in 

rich black spattered with gold .. . ideal 
sxe 3 a ty 2 8. 


ee 


August | Delivery Date 


for mannequins 





DISPLAY DESIGNERS AND MANUFACTURERS 


Second and Massie Sts. Portsmouth, Ohio 
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black plastic base; one-piece seamless plastic 
display torso 

Sherman Weir, Inc., New York City: 
Kmphasis on men's wear display novelties, 
set pieces, units in wood, mache, wire and 
other media 

Sherman Paper Products Corporation, 
Newton Upper Falls, Mass. Full-color 
blowups and panels of seasonal scenes: 
metallic papers in Christmas designs 

Frederic Shipman, New York City: New 
mirror treatment involving transparent mir- 
rors and regular patented mirror device 
whereby two displays are seen, alternately, 
In one window 

Shoe Form, Inc \uburn, N.Y Shoe 
and hose torms of plastic tormerly ot 
cellulose nitrate, now made of a new, slow 
burning material called “Non-Flam” 

Nat Siegel, Inc., New York City: Flexi- 
ble child-size figures of gum rubber 
wearing size 4+ children’s apparel two 
girls ind one boy also seasonal display 


novelties 
Silvestri \rt 


Numerous mechanical pieces, in- 


Manutacturing Company, 


cluding figures of children riding deer, 
pulling bell ropes; elaborate Christmas gift 
train ot locomotive, tender, and two cars on 
track; shadow-box treatment of series of 
period Christmas scenes 
Silvestri Studio, Los Angeles: Reproduc- 
tion ot a stained glass window, with the 
Magi as the central figures; antiqued frame 
about + by 8 feet in size; full-size repro- 
ductions of armored knights and old statues 
In papier mache 
Standard Cellulose & Novelty Com- 
pany, New York City: Flame-proot cello 


phane tringe: heavy cellophane non-crusha 
ble tlame-proof roping in holiday colors; 
portable electric plug box 

Dave Starkman Display Center, Los An- 
geles: Mirrored finish manzanita branches; 
tiered Christmas tree; deer heads; mache 


goblets 4+ feet tall with stem formed by 


drvads holding grapes 

W. L. Stengaard & Associates, Inc., Chi 
cago: Plastic frames in giant size: 9-foot 
fountain carved with aquatic scenes on sheet 
plasty water pours down curved plasti 
plates 

Swivelirer Company, Inc.. New York City 
Complete line of lighting fittings for display 
1S¢ 

Sylvania Electric Products. New York 
( ty ( mpl t; lit ) Birds "t Hecto 
imps 

The Tabery Corporation, Los Angeles 
Full-size mache deer set pieces larga 


metallryu vreaths and trees 
latfel Brothers, Inc New York City 
Ribbons bearing sCasonal designs and oreet 


WpOS 


Pally-Hlo Display Studios, New Yo 


City Feminine Colonial figure of macl 


| 
TK 


1c. 
seated at spinet while a cavalier leans ovet 
the instrument and plays a violin: reindeer 
shadow-boxes, with a 


scroll trame, holding Christmas scenes 


Pimbertone Decorative Company Tri 
Seasona notif papers; reproductions of 
stone, grass-studded walks, brick wall. et 

Pimely SET VICE New York City (aiant 
Santa inimated roller coastet Ferris 
wheel miniature inimals and clowns 
‘ adow sOON treatn Hits I id tas LONE 
( hiristmas scenes 


PLY, aay 


Reindeer head candelabra of flocked wire 
flocked wire deer; oversize tree ornaments 
of all sorts; mache Christmas fairy holding 
candles. 

Frederic Weinberg, Philadelphia: Minia 
ture and regular size dogs of papier mach 
and different appropriate finishes 25 dif 
ferent types represented; 10 miniature sports 
figures; men’s heads in simulated woo 
finish; reproductions of African masks 

Ray Whitnah Display Products Company 
St. Louis: “Quads” display panels of limed 
oak, and having numerous display applica- 
tions 30 inches square, coupled togethe 
with a_ rivet carved motif, such as 
sports figure, can be affixed to background; 
combinations ot stainless steel and limed oak 
in set pieces 

Jas. B. Williams, Inc.. New York City 
\nimated mache animals and clown heads; 
potted Christmas candelabra with Christmas 
ball decorations: wooden weather vane ot 
oversize cupola; mannequins; fanciful barn 
vard towls 

Zaria Displays, New York City: Gold 
mesh and green mache “Spirit of Christ- 
mas”, mica covered, holding numerous gold 
balls; blackamoors, one holding candelabra, 
done in gay colors and wrapped with spur 
glass; spun glass Christmas angels 

W. M. Zeppen-Field Studios, Hollywood 
Large, all-tin figures done in Mexican style 

unicorns, birds, alligators, and even 
human figures; enormous Santa torso of tin 
in color; new mannequins with attached 
coiffures; new sports mannequins: metal 


mirror screens. 


Bicycle Company 
Sponsors Contest 


Displaymen who think up novel ways o 
incorporating bicycles in their windows 
have a chance at cash prizes offered by the 
Huffman Manufacturing Company, Dayton 
Ohio. H. M. Huffman, Jr., president of tie 
bievele building company, has announced a 
contest for 12 cash prizes totalling $175 in 
“Young Ideas,” the 
Top prize is 


the current issue of 
Hutfman dealer publication. 
$50, second is $25, with ten additional $10 
awards for runners-up 

Photographs of the displays, together with 
briet descriptions of the location, materials 
used and dates of use, are the only contest 
entry requirements. Entrants mav be whole 
salers or retailers of bicycles or their em 
ploves ~ 

Complete details ot the contest are avail 
able trom the company at 117 Gilbert street 


Dayton 1. Contestants have until Septem 
ber 30 to arrange their displays and submit 
their entries This includes the summet 


cveling season and the tall back-to-school 
season in the contest period. Entries will 
be judged and prizes awarded on the basis 
of originality, attractiveness and effective 


Mess 











Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 











CISPLATYT WoORts 


Natural Creations, Ine. 


241 EAST 36TH STREET 
NEW YORK 16, N. Y. 












To those of you who did net have the opportunity of seeing our 





materials on display, our representative will be glad to call on you 
if you desire. 


This Christmas unit can be had in any size. Good for case trims, 
ledges or windows. Especially good for Children’s wear. 


























our prices have not risen... 


The high quality standard of Timbertone Struc- 
tural Papers has been maintained through all 
these difficult years without any increased cost 
to you. 





Only the ever-increasing demand for our pro- 
ducts, resulting in volume production and 
improved manufacturing methods, has enabled 
us to hold the price line against sky-rocketing 
costs of labor and raw materials. 








; ; PE | 
Today, Timbertone products continue to give Triple EXPRESS Ny 


°. 
you the same superior performance — at no Price—1949 roll, 3° he 
increased cost. Price—}947 $12.25 
Remember TIMBERTONE—when seeking the $12.25 


finest in structural papers. * 


EATHERTONE 94. | 
“ane xxx roll, 3 x $8.75 
Pprice— 1940 $8.75 
* DECORATIVE CO., INC. 
15 West 24th Street, New York 10, N. Y. 
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RODEO TIME AT STEINFELD'S underline the institutional atmosphere « 
[Continued from page 35] the store subtly emphasizing the store 
comes to begin moving the pieces into the Position of leadership in community activit 


It Tops The List?! 


Secondly, each particular window is de 
7 ' Store ys « « : 

is Month's Feature: ; : a aaa tile 2 
This Before that, however, the display director Signed to do a specific merchandising jo 
3-way General Displayer No. 795 all plas- goes into a huddle with the store’s adver- \rticles are displayed for maximum sal 
tic. Price $27.50 — with drape arm from tising manager to coordinate the activities 4Ppeal - as olten as possible, shown 
center height leg, add $1.50 of the two departments. Specific window actual use. Price cards and carefully word 


signs help turn window-shoppers into actu; 


themes are tied-in with newspaper advertise 
ments and identical lines are often used for 
window display cards and for advertising 
headlines. 

\t this stage, with the cards, props and 
backgrounds all finished, attention is turned 
once more to the merchandise to be dis- 
played. Several days before the first win- 
dow is to go in, all the merchandise is 
pressed, shined, cleaned and dusted and 
gathered together in special storage contain- 
ers on the main floor, near the windows. 

Then the actual window installation be- 
gins. Six weeks have already elapsed since 
the work on the promotion was begun. The 
windows are installed one by one; generally 
requiring four days for the whole main 
bank with the rest of the week taken up 
in setting up the synchronized interior dis- 
plays. The rodeo windows usually remain 
on display for three weeks, the dismantling 
process beginning on the last day of the 


customers. 





Delsman To Head Display 
For Famous-Barr 


Confirming reports that he would reti: 
some time this year, after many decades o 
service, Joseph Chadwick has resigned a 
display director for The Famous-Barr Com 
pany, St. Louis. He is replaced by Adriai 
Delsman, for many years in charge of dis 
play for Frederick & Nelson, Seattle, and 
for the past several years advertising man 
ager for that firm. 


London Displayman 
Returns From U. S. 
A. T. Bird left New York City by plane 


ior London on June 15 after spending som« 













time visiting local display firms and retail 
stores. He is display manager for Harvey 
Nichols & Co., Ltd., Knightsbridge. 


actual rodeo events. 
\s the set pieces and props are carried 


Write for Illustrations 


back into the shop, Egurola examines them 
closely with an eye to future re-use. Any 


ARTHUR ELKINS DISPLAYS piece that might possibly do double-duty 


+i a Patent Issued 

is saved; very few things are thrown away. 
pp ceclli a Set pieces are often torn apart and the On Fixture 
ae a materials or parts put to further use in some Patent No. 2,421,232 has been issued to 
Walter N. Applegate, Point Pleasant, N. J 
and Charles A. Petersen, Brooklyn, cover 
feld’s displays are calculated to do an im- ing a display fixture and support. Legs of 
portant two-way promotional job. Firstly, the device are on pivot pins which engage 


NATURAL the general tone of the windows serves to slots in a plate, thereby locking the legs. 


DRIFTWOOD 


100 Years Old 


SCULPTURED 
BY NATURE! 


Smooth finish 
Without bark 


From 12" pieces 
for cases 


3 TO 7 FEET 
TALL 


for windows 


ARTS and FLOWERS 


43 WEST 56 STREET 
NEW YORK 19, N. Y. 
Dept. D 








later promotion 





During their weeks in the windows, Stein- 

























—This unusual and very effective footwear display is by George Allen, Castner-Knoit Com- 
pany, Nashville. The simulated brick background has slanting oval platforms in the narrow 
openings, the angle of the slant being continued by the platform in the foreground. The 
lighting points up the entire display— 
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' ALLOTTING AND CHARGING 
re DISPLAY SPACE 
i. [Continued from page 45] 
io department has left to its discretion 
o setting up of interior displays a.sccanl 0) S=S=S|S=—— ——— 
. in any department throughout the sore | SS ns 
i no. rental charge to any particular deel O@&==={ — 
a tment. ouanpgaenine aeemaiere Pamerneseeneresnen cesta 
eed Schlademan, the display director ior | >x>x{x**xXS“={ a —— 
Fair Store, has‘ still«a different ar- | Soeeeueeeeeee OR RAL and ——_— 
rement for allotting his displayarera He >>> ——— 
ts with the merchandise men of the store |i —=<c___=== a 
h Monday morning, at which tne hel =—s===" — 
tlines to them what is happening through- S$ () ee 
II the store from the display department's re cE \ pea es 
0 le for that particular week. Following a =e 
a the displayssummary, the merchandise na | === =! 
im make their requests tor future displays. 5 === —————=— 
sal window spaces are then allotted accord. | $$ x=*K**X“HCHH ; ——= 
ad ing to the relative importance of the scveral so HS SS 
nd uests, with the merchandise ner thane | SS ———_ 
in selves, to a considerable degree, nakinc the | == oor : , ———— 
il choice since the allotting of spaces > S>S>—=—_— Below we list just a few of the many items you will —_———_—— 
ugh agreement among the group. —— find in our sixteen-page fall and winter catalog. _ ee 
uch space as is then allotted to any par- a ' : ' Sane ee 
ilar p selina is charged back to ae ——— if _ haven , already received — catalog. don't ee 
artment on a rental basis of so much a fail to write for a copy immediately. It's yours —<—~> 
ne | day. As is the case with all the other = for the asking. —= 
ne stores, the State street windows at Th tar $os$o a 
i] the most valuable display areas, thuare $i —>Xx***<C= ——— 
e\ priced higher than are those along Adams —_—— eee 
et, which in turn are more valuable | Slee e Knotty Cypress Wood Veneer — 
1 the windows facing on Dearborn street oo ——£_==*======= : ———— 
The State street windows are usually, oo OD F>S>=S= @ Fall Back-to-School Brick —— 
about 48 weeks ol the year, set tie? tor —<_—— e Genuine Split Rail Fence — 
1i0n display or that of allied merchane (SSS — 
ad The window next to the alley on. —> e Old Weather Beaten Wagon Wheels ———— 
| State street is slated tor “hot” promotional > SS : een 
Ry timely items, such as Mother's Day or = e Rustic Cedar Bark ————— 
; Father’s Davy events, but is mever given | See 3 s — ' —— 
: merchandise which will detract fronthe SS e Giant Cat Tails and Painted Mulleins SS 
| rall fashion picture along the tront ohio x : — 
store; in nth words it must house ner i ~K_ e Rustic Cedar Pole and Slab — 
rege empl is connected in some way ——— e Rustic Cedar Benches, Arbors and Fences a 
1) as Ol. ee —_—_—____ 
he State street windows are chanced SES a 
ry . wes ks, es Lconthaeein schedule |  [SS==— and Many, Many other items eee 
ig blocked out in advance. SS ——— 
nterior display space belongs to the de- —————— ee 
rtment in which it is located, ths thre is i == ———— 





special rental on such space and displays 
there may be set up on request of the de- 
partment. However, the display department 
intains a running change of displays in 


Do you have a copy of our New 


2 Autlock Enlarged Fall and Winter Catalog? 
a rd 


rious interior departments, usually work- : 
, out the interior units to tie in with win- 123 E. BALTIMORE AVE. 
LANSDOWNE, PA. 


v displays. For instance, while using a 
play of brown and white fashion mer- 
ndise in the street windows, correlated 


S 

















plays were set up in the cases located 
hin the department in tan and white. 
\t Goldblatt Brothers’ State street store, 
play is considered as a very impcrtant 
t of the general store expense and is 
tten into the budget. A department may 
lest space in a street window for a spe- 
cil promotion, but the allotting of space 
onsidered on a store-wide basis rather 
n for isolated units. It is the feeling 
store management that the display de- 
tment can offer the organization as a 
le a better timed promotional set-up, 
ich will be of benefit to every depart- 
t concerned by using the Goldblatt store 
ly for arranging displays planned on a 
rewide basis. The department is under 
direction of Ray Bianchi, who is display 
nager for the entire chain. | 


Costumes of 
Yesterday 


Fashion wears out more ap- 
parel than man. Rent au- 
thentic early costumes from 


KATHERINE BURR FLEMING 
76 Rogers St., Branford, Conn. 


Write for 10-page circular and 
please state period of photos 
desired. 


G. Fox Company store 
100 years ago, Hartford, Conn. 
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TURKEY” 


ee l 
ys 





Autumn displays this year have double reason 
to TALK TURKEY”. For the buyer’s market 
calls for greater “buy appeal” in every stage of 
selling. And that calls for Sherman pictorials, 
3 -dimen- 


« ontinuous - design materials and 


sional “Props”. The brilliantly designed 
turkey, illustrated here, is typical of the many 
new Sherman display leaders for Autumn and 
Winter. Plump, colorful and realistic, this 
3-dimensional turkey can be used in a host of 


spots, to create greater eye appeal. 


See the New Sherman Line at 
Your Display Dealer’s 


Stop in at your display dealer’s and see the 
great new line of pictorial panels, continuous 
designs and 3-dimensional “Props”. You will 
find there, too, a great variety of brilliant, new 
background and. structural materials which 
can save time for you in installation. Let these 
outstanding materials help you in producing 


displays which will “TALK TURKEY” in 


your Autumn promotions! 


Ask for Your Free Display Guide 


Shei 


PAPER PRODUCTS CORP. 


Newton Upper Falls 64, Massachusetts 


Los Angeles . New York . Chicago 
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ELEVEN SECONDS TO SELL 
[Continued from page 60] 


to less than 1 per cent of the sales dollar 
— at best somewhat under 15 cents out of 
every advertising dollar. 

\nd the problem is not to spend more on 
lisplay. It is, rather, to get more for the 
money that is spent. 

Good window displays are the best sales 
nsurance a store can have — and the best 
xyuarantees a manufacturer can have that 
his retail outlets won't sell his product 
short. They deserve the same careful atten- 
tion to progressive techniques that is given 
to other clements of modern merchandising. 

Proprly handled, the windows will: | 1. 
Promote the store; 2. Dramatize the mer- 
chandise; 3. Invite customers within. 

The display will advertise the store name 
ind identify its quality standards; highlight 
he visual appeal of merchandise and the 
eputation of its manufacturer; and move 
hrough the doors a stream of traffic pulled 
by the unseen power of a well-told story. 

The story may be presented in varied 
fashion. Sometimes it is merely a_ series 
f unrelated tableaux. Sometimes it’s a 
noving script, tied together by the unity of 
lisplay styling or of coordinated merchan- 
lise for instance, a well-planned combin- 
ition of ensembles and single-item promo- 
leaders in 
each of the fields of women’s apparel. 


tions representing a group of 


Some stores strive for even quality of 
individual 
rendered effective by contrast 
with less striking displays nearby. Both 
have the objective of drawing attention to 
the store, then to the various displays, and 
finally to pull the customer inside. 

The ancient classical dramatists wrought 
their miracles of story-telling with a mini- 
the unities of time and place, 


window displays. Some preter 


“ste ppers”, 


mum of tools: 
the varieties of human character and divine 
power, the convention of the chorus, and the 
heauty of language 

The modern theater sometimes uses these, 
It has added its 
own conventions, developed by the history 


often discards some parts. 


of the theater and the techniques of our 
civilization. Costume, staging, and lighting 
are the most easily identified of these con- 
Hamlet in red tights is no Melan- 
“The Merry Wives of Windsor” 


lighting is no comedy. And 


ventions. 
choly Dane; 
in blue-gray 
dog-bites-man is no story. 

The dramatists who create America’s 150,- 
shop 


000 department store and_= specialty 


windows have the background of these 
theatrical conventions and tools, arranged in 
a series of eight types of tools of their 
own: merchandise, arrangement, color, light- 
ing, fixtures. background material, display 
cards, the story. 

These are, in turn, circumscribed by the 
conventions of our experience. 

Time was when the man who could put 154 
items into a window was by just so much 
better than the man who inserted 153. Today 
we know better, and few store windows are 
a mere catalogue of the merchandise within. 
But too often other errors have been de- 
veloped to conflict painfully with the conven- 
tions established in the mind of the window- 
shopper. 

Some windows 
with a clamor that draws attention to the 
treatment and away trom the story of the 


“eo modern”; they do so 
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merchandise. In the theater, it would 
said that the play is overstaged. 

Some seek color; and the clash of wrong 
colors, of too many colors, or of colors 
otherwise poorly chosen with regard io 
merchandise or lighting would quash t 
sale of the best item. 

Some economize on lighting. A displa: 
that is poorly illuminated makes the store 
one of a row. with no individual attention 
obtained. The shop looks out-of-dat 
passersby stroll along without looking at the 
display, and those who shop the windows 
do so with a sense of discomfort as_ re- 
flections from outside impede the view. 

Today the fund of information collected 
on the elements of good display permits no 
excuse for a job that is not done well. The 
individual displayman, particularly in cities 
far removed from the sources of research, 
can not be expected to have all this informa- 
tion readily available. But through the 
careful planning of the store executive, and 
Wise promotions by manufacturers dependent 
upon store good-will for the movement of 
their product, the standard of display can 
be raised. 

The first step toward better display lies 
in the selection of merchandise. Choice of 
items of proper color, texture, and styling 
eases the problem of the display department. 
Better coordination between buyer and dis- 
play department can emphasize the drama- 
tic values of the items to good effect. 

We mentioned before that the eve appeal 
is 90 per cent of the selling power of im- 
pulse shopping. To this it may be added 
that 75 per cent of eye appeal is in the 
color ot the merchandise and display. 

Artistic ability rescued the window display 
from the “catalogue era”; showmanship en- 
tered the art of arrangement; and the de- 
velopment of adequate lighting increased 
visibility. To this may be added the fact 
that color psychology has come along to 
support the power of all three, drawing them 
together and adding a subtle sales value of 
its own, 

It was found in a survey conducted in a 
typical medium-sized Southern city that 
three out of every five women under 35 
vears of age had had some training in color 
harmony in high school or college. This 
important segment of the buying public is 
color-conscious, and a sizable portion of 
these women in turn have had 
training to be “color-smart”. The growing 
appreciation of color by the buying public 
makes it incumbent upon the display plan- 
ners to use it properly. 

We know trom replies to a question in a 
recent survey that 38 per cent of women 


sufficient 


choose blue as their favorite color. Thir- 
teen per cent chose red, and a_ slightly 
smaller percentage preferred green. ‘What 


blue? What red? What green? For what 
purpose, and how used? 

There is no simple rule for color selection. 
It is a problem of color relationships, func- 
tions and variations. 

We know that color can attract, invite, 
sell. It can endow a selling area with a 
feeling of intimacy — or make the same 
space impersonal. It can, through its vary 
ing power of reflection, obtain greater light 
ing of merchandise without increasing the 
consumption of electrical current. It can 
increase the apparent size of a display 


high value (lighter) colors give the im 
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sion of grandeur, while darker, grayer 
yar ations of the same hue make the identi- 





cal area less spacious. 

lor will also change the apparent weight 
ef an item. Objects in maroon, black or 
brown seem heavier than the same piece in 


yellow, light blue, pink or beige. 
selection of color, a display manager 
cal direct a window to the attention of 

mi women or children. The choice of 
proper hue can make a “stopper” of display 
directed color-wise toward its specific mar- 
ke The very real difference in the color 
preterences of men and women was demon- 
strated in an extensive test of the effect of 
color upon memory and recognition values. 
Blotters of various hues were sent to men 
and to women, in controlled grups. It was 
discvered that a dark blue blotter was most 
effective for women, while men were most 
strongly impressed by violet. 

It is not necessary — or even desirable 
— for a myriad of colors to run riot in a 
window to attract favorable attention. The 
dramatic power of simplicity is obtained 
through the use of a single hue, in varia- 
itons, or a hue and its complement. Just as 
a window increases its impact effect by re- 
ducing the number of items shown, so does 
it gain power when color is under control. 
Repetition of certain hues through a series 
of windows offers an ages-old power of 
dramatic unity through the chain of “sell- 
ing stages” which invites the passerby into 
re StOFre. 

\ single hue, unmodified, offers monotony. 
Within the restriction of carefully con- 
trolled hues, color can lead the eye about 
the window — or from window to window 
— in a demonstration of selling power. 

The control of color in display derives 

these three elements: merchandise; 
backgrounds ; lighting. 


\\ 


When you place two strong colors adja- 
cent to one another, or in such position that 
the strike the eye together, they undergo 
prising change in one or more charac- 
tics. The complete absence of a definite 
color plan and the ignorance of the basic 
laws of coloration are responsible for the 
failure of many store displays. 
Sclling power exists where color is ap- 
priate to the merchandise shown. Cer- 
vellows make the finest foil for the 
titudinous hues of apparel in the bright- 
color season. Pastels — pink, salmon, light 
blue, turquoise, blue-green — are good foils 
the bright colors of hats and gowns. 
it cannot be predicted which of these 
ls is best-advised for display use with- 
specific reference to specific merchan- 


erein lies opportunity for the promo- 

minded manufacturer. A pre-tested 

ay color suggestion for stores, covering 

lavored items in the line of manufactured 

ipparel — or favorite promotion colors of 

goods — can ease the problem of store 

ay planning and obtain’ promotional 
upport from the retail outlet. 

e selection of appropriate color lends 

to the dramatic value of a display 

choice of color to increase the carrying 

r of the reflection factor alone. Yellow 

the most carrying power, in certain 

but the brilliant yellow that sets off 

cally or the weak-strength yellow best 
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Special offer 
World — 

5000 staples 
Money Back guarantee. 














Where are the Tacks? 


No need to look for them. They're 
right in the magazine of the 


STAR * 


One Hand Operated 


AUTOMATIC TACKER 





Model S18 Tacker 


Just press down on the handle to operate. 
Tacker weighs only 29 ounces. Hold work 
with one hand and tack it with the other. 
Tack close to edges and corners. Tack 
where you can't swing a hammer. 

Twinpoint staple tacks hold better and make 
only tiny inconspicuous holes. 


STAR PAPER FASTENER COMPANY 


Display Supplies Department 


NORWALK, CONNECTICUT 











For the great consideration given our new Fall and 
Xmas line of DISPLAY PAPERS at Chicago Market Week 


we are most 


GRATEFUL 


To those who did not attend this event, we wish to advise that 


HNember 


GATIONAL ASSOCIATION 
OF DISPLAY inousTaiEs 


| 


| 


PROGRESSIVE MERCHANDISE 
PRESERTATION 


ever offered. 


we are ready to serve you with the most magnificent line of 


original and sparkling Fall and Xmas display papers we have 


Case Papers, Velour Papers for Backgrounds and Floor- 


ings and Backgrounds from 53" to 107" wide. 


WRITE FOR SAMPLES 


DINGLEMAN-WOLFF CO., Inc. 


112 W. 42D STREET 


Originators and Manufacturers of Distinctive Display Papers 


NEW YORK CITY 18 
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Acclaimed the Winner 


and New Champion! 


nvern's HAT-STA 


The amazing new hat top de- 
signed to display men's and 
boys’ hats in a jiffy ...... 





Instantly adjustable to any hat size. 


Swivels to any angle... . Fits any stand. 
Keeps hats perfectly centered... . 
Save handling of hats. Helps boost 


sales. 
For Immediate Delivery con- 
tact your loca! distributor or 
ALPERN’S 
134 9TH ST. PITTSBURGH 22, PA. 


Designers— Manufacturers HAT-STA 














SCHOOL DESKS 


WOOD LETTERS & CHARACTERS 
For your Back-To-School Displays 


in attractive colors 





INTERIOR 
STORE SIGNS 


Disptay Cra T 


963 LAKE DRIVE S.E. GRAND RAPIDS 6 MICH. 
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suited tor perfumes and make-up is not the 
color tor apparel. 

But even more effective in its reaction on 
light to alter 
Red, a general favorite with most women 
a color that is too popular for display use 


color is the power ot hues. 


and monotonous when viewed alone be- 
comes an unpopular yellow-red when viewed 
under yellow light. 

On the other hand, the ability of display- 


men to build colors with lighting offers un- 
told advantages in flexibility, economy and 
dramatic impact. A New York City apparel 
shop has maintained a background of white 

normally too static for successful display 
through the re 
lighting Red and green 


and colors the window 
flection of colo1 
lighting, from proper angles, offer a yellow 
as blue, and 


display; green and violet unite 


violet and red form an attractive magenta. 


One of the gala occasions of the past sea- 


son at the Metropolitan Opera House in 
New York City was the world premiere 
of the prize-winning American opera “The 
Warrior’, written by Bernard Rogers with 
libretto by the renowned Norman Corwin. 


For th 
sion of the 


presentation ot the four-scene ver 
Delilah, 


involving little solid scenery 


story of Samson and 
a Stage sett 


ine 
was designed Instead, effects were obtained 


through the play of lighting color. Psy- 
chological development of the music-drama 
vas enhanced, while at the same time color 


provided unity in the succession of episodes 


and permitted quick changes of scene 
color-lighting 


In the display Ot apparel, 


the stage has painted a setting for high 
lighting the qualities and hues of merchan 
disc \t a prewar showing of men's wear, 


reproduce — th 
conditions of use tor 45 


color-lighting was used. to 


precise different 


hions. Strong appeal to imagination, and 


las 
high dramatic value, was obtained through 
the use of a motivation light and its com- 
plement, backgrounding each item against its 
typical environment 

No wonder 75 per cent ol the stores which 


at the war's 


announced plans for remodeling 


JHPLY , 


end included a lighting 
schedule! 


And small 


in a 29-city 


program on t Ir 


wonder that fashion edit: rs, 
survey, voted 48 per cent or 
better store lighting! 

It is a credit to the shrewd merchandisors 
of America that they are ahead of the cs- 
tomers in their appreciation of the need ‘or 
good lighting. The value of lighting in 
taining better display is indicated in the 
new philosophy of planning window lighting 
for the busy hours of 10 a.m. to 4 p.m. In 

window display lighting 1s 
night requirements, when lower 
reflection outside called for less volume of 
light within. 

Painting in illuminants 
and depth to the 
merchandise obtains more 


vears past, 


geared to 


richness 
And 10 


Irom pr er 


brings 
window display. 


value 


color-lighting tham apparei, whose ch 
fabric textures and hues are brought it 
properly by proper lighting effect. With 
colored filters in gelatin, glass, or glass caps 


on hoods, and spotlights placed to increase 
intensity and furnish highlights as required 
the character of the fabric is brought out to 
its best advantage 

offered in 
lightin 


plan that provides flexibility, with sufficient 


The diversity ot merchandise 


window displays requires a_ basic 


volume of general lighting and proper ac- 


cent lighting to dramatize special features 
The plan 
teract all conceivable 


must provide volume to coun- 


outside reflection fac- 


tors, as well as to show merchandise which 


1 


requires the most lghting. It must ay 


flexibility, to meet the different lighting 


volume and quality requirements of — the 


varied background materials and_ colors 
which show up tabrics in different seasonal 
hues It 


maneuverable, to meet the 


textures and must be. easily 


weekly changes 
in window staging. 

In a Southern city, a dingy old building 
across the street trom a department. store 
was given a bright-colored three-story false 
front of highly reflectant 


terial when a specialty shop remodeled re- 


composition ma- 





—To prove that smaller city display need not be without appeal, this "California Comes to 


Guntersville’’ is submitted by James W. McCain, McCain's, of the Alabama city. 


The display 


was so well received that it remained on view for two weeks— 


1947 
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5 degrees 
ticity in 


isplay apparel is a 


The department store noticed a drop 
re traffic after, and traced the 
e to a decrease in window-shopping. 
an illumination and 

soon established the cause: the high 
tion from the street 
ffectiveness of the department 
iw displays 

Emergency additional window light- 
vas quickly provided, pending an over- 
modeling of the window illumination, 
tore traffic and sales were restored to 
ai. 


hnique of lighting, as well as volume, 


soon 


vy by color en- 


across lessened 
store’s 
shopping 


during sunny 


basic .element in bringing life and ef- 
to the store window. 
lighting distorts, turning 
re hues to yellow, green to greenish- 
vw, and blue or violet-blue_ to 
light is static. The proper 
ht and judicious choice of color filters 
medium between 


andescennt 


gray. 
too use 


s the happy barbaric 


lifeless effects. 


rough combined lighting colors, the 


| of hues produces an effect of mobility, 


amatic color movement that offers high 
tion value. Angled to the merchandise 
which provides maximum 
blend of 


design a color 


ing enriches the merchandise and gives 


asis to the prestige of the store. 
obtain such a precise angle of lighting, 
xible mounting on the display window 
g, out of sight of the spectator, should 
rovided for the concentrating light- 
except where the background is a 


t of the story of the merchandise, illumi- 


1 is keved away from the background. 


revent an over-spotlighted effect, it is 


necessary to use reflector floodlights 


border lights set 1n concealed reflectors 
+} 


the window- 
But care must be taken to keep the 


ie «ceiling forward = in 


nsity of these illuminants low enough to 


tain the effect of highlights. 
revolution that has affected the store 
iw stage as strongly in the past half 


tury as did the invention of the electric 


back in 1879 has occurred among the 


mers of display fixtures. 


what 
manufacturers 
halt 

85 


were asked recently 
helps from 
welcome, 
d display And per 
wanted window displays, and 49 per 
specifically mentioned display fixtures. 
the evolution of fixtures 
of increasing 
and of the development of new ma- 


len stores 
of dealer 
1 be most over 


sug- 


aid. of these, 


e story of 


story 


is. 

the leg o’ mutton era before the turn 
le century, a mannequin comprising a 
head, armless body, and skeleton skirt 
deemed sufficient. The fash- 
of the Edwardian era a later 
the addition of wax arms, and the dis- 
vy of legs — no longer “limbs” — under 
influence Dancer Irene Castle 
aughlin in the World War I years put 
underpinnings on the still lady in the 
window. 

t after the war, the flapper era 
lisplay figure go to town. Mannequins 
ted the flat-chested charms of the man- 
figures of the Lost Generation. They 
the wax 
influence 


decollete 


decade 


of 


Saw 


knew only three positions as 


showed ever more under the 


OISPiavy wWworts 











You've Been Wonderful! 


— to each and every one of the Displaymen and 
Distributors who came, saw and thrilled to our Fall 
& Christmas presentation at the Stevens in Chicago 
during N.A.D.I. Market Week — 


Many Thanks! 


Our representatives will call on 
you personally during July and 
August. 


ARKOW-LEWIS associates 


705 ARCH STREET PHILADELPHIA 6, PA. 




















HAVE YOU EVER 
“LOST” A DRESS? 








or a Suit? or a very expensive Sweater? 
or a Sofa? Through “Sunfading”? 


And you noticed it, just when a customer asked 
for it out of your window?? 


And you found, that it was so badly faded, 
that you could not sell it anymore? 


If that has happened to you, don't let it hap- 
pen again!!! 


INSTALL SUNSHADES 


Write for our illustrated booklet-E 


THE SUN-SHADE COMPANY 


Manufacturers of the Original Transparent Sun-Shade 
781-83-85 CHANCELLOR AVE. ) IRVINGTON II, N. J. 
i elie et cl te 
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IRBECO 
CHROME METAL 


MOULDINGS 


e WILL NOT TARNISH 
e ECONOMICAL 
e WEATHERPROOF 
e DURABLE 


MANY STYLES 
and WIDTHS 


FOR ALL DISPLAY NEEDS 





The IRBECO Line with its unusual variety 
of styles, sizes and finishes meets every 
display need. Ideal for backgrounds, 
displayers, counters, interiors, booths and 
exhibits. 


Write for new Illustrated Folder 


Jobber inquiries invited 


IRVING BERLIN & CO, 


719 Eighth Ave., New York City 18 








6 
SIDE VIEW 





“Papier Mache” Men’s, Women’s, and Chil- 
dren’s Forms made by hand by experienced 
Mannequin Manufacturers. Finished in 
Papier Mache or Mannequin composition. 
Price list and description sent on request. 


NATIONAL ART STUDIO 


306-308 South Market Street Chicago 6, III. 
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of rising skirts: right leg forward, left leg 
forward, and facing straight forward. 

But many a display manager drooped with 
his mannequins in the heat of summer as 
wax softened in the warm sunshine. When 
composition mannequins were introduced at 
the Paris Exposition of Modern Art in 1925, 
American stores — with Macy’s in the van 

leaped to adopt the improvement in ma- 
terial. Practical designers in the United 
States added glass eyes, removable hair 
For a time, imports from Germany 
and Austria brought in Wagnerian giant- 
esses over 6 feet in height, with molded 
hair, painted eyes, and slippers and stockings 
of their own, 

The depression years wrought changes 
new. It brought, for a time, economy 
models of wooden mannequins and _ figures 
half in relief. But with the rise in hope 
and spirit that marked the country, glamour 
Mannequins showed the effect 
when bare skin became high fashion. They 
took on character, as actresses, socialites, 
introduced the mannequin 
with flirty eyes, long silk floss hair and eye- 
lashes, and manicured plastic finger nails. 
\nd then came an explosion. 

Salvadore Dali came to the United States. 

The surrealist painter made history in the 
store world, as he had in the realm of art, 


wigs. 


came back. 


etc. Russeks 


when his subconscious invaded the windows 
of Lord & Taylor. And made 
headlines tor smashing the glass of a win- 


when he 


dow which had been slightly altered from 
his original design, the public as well as the 
merchandising world was made aware of the 
revolution that had come. 

Today's modern mannequin has carried 
Her tace is no 
longer abstract, immobile, blank it has 


realism to the nth degree. 
character. Her hair is plastic, horsehair or 
cord alive. Her head, arms and legs are 
adjustable, her eye says “Come hither!”, 
and her features and complexion are the 
product of noted artists. She walks, she 
talks, she acts with the movement of a liv- 


ng creature. \ rather attractive creature, 
it might be added. 
But at the same time wondrous tree 


stumps of papier mache offers hats and ac- 
Plastic 


protfer shoes to the passerby. 


fixtures 
Dramatic 
lighting catches the glint of odd-shaped de- 
vices which reflect in a thousand ways the 
engenuity of the 


cessories for approval. 


world of dream and_ in- 
vention 

The props are a potent stage effect which 
enlivens the window setting. 

Both fixtures and backgrounds embrace 
the range of new materials produced in the 
past decade. The introduction of “Lucite” 
in display fixtures has been followed by a 
host of plastics. Among the newest, destined 
to see much service as a replacement. for 
“Celesic’, the colloid- 
which first saw extensive 
footwear industry for box 


papier) mache, is 
treated 


service in. the 


fabric 


toes, counters and arch supports. Its flexi- 
bility and cost make it a good bet for dis- 
play service. 

Windows themselves are subject to change. 
\n acid frosting for the plate glass front 
keeps sunlight from draining off the color 
in the display. A measure that promises 
to be as revolutionary in store-window sell- 
ing stages as the revolving stage has been 
in the theater is the introduction by Stix, 
Baer & Fuller, St. Louis, of picture-frame 


VULY, 949 


styling which can double the number of «js- 
plays, on a retractable shadow-box mounting 
which slides back from the window. 
rolling the shadow-boxes back from ‘he 
window, the displaymen are able to “work 
from the front” as they put the display into 
place. 

Such improvements in window display 
technique will show up in improved eye ap- 
peal through ever more effective arrange- 
ment of merchandise. In a survey to un- 
cover the demands of the customer upon 
store operators — an estimated three-billion- 
dollar expenditure would be 
meet the demands — some 17 per cent urged 
window displays with eye-appeal. 
cent as we may be about the advances al- 


required to 
Compla- 


ready achieved, it is revealing to read one 
comment: 

“Too many store owners are of the opin- 
ion that the more they put on display in a 
window, the more attractive it is; instead, 
it is an eyesore!” 

A store which would think nothing of 
turning back to its advertising agency for 
revision the copy for an advertisement in a 
national fashion magazine often gives little 
thought to the card which goes into a win- 
dow display. Yet, as we have seen above, 
the display is seen by far more people — and 
by people far closer to the point-of-sale. 

Any store executive will state, if pressed, 
that his window display cards should have 
all the care in writing of copy, selection of 
type, and color treatment that 1s given to 
advertising copy. In practice, this standard 
is apt to be overlooked. 

See what happens in the store window. 

Under the guise of florid 
lettering is employed, without regard to co- 
ordination with display cards inside the 
store or in the store’s advertising. The let- 
tering is related to the single window dis- 
play alone, for the most part; occasionally, 
in a series of windows, a type style is car- 
ried through it all. 

How many display 
moved from the window, placed on exhibit 
in some location away from the store, and 
serve to identify the store through distinc- 
tive characteristics ? 

Properly handled, the display cards will 
offer a feature of unity through all win- 
dows. This same unity—without uniformity 
— will be carried out in signs throughout 
the store, in advertising, and in such varied 
features as stationery, billheads, salesbooks, 
etc. They will carry the customer from 
window display right through the store to 
the department where the merchandise is 
offered, and thence on an interdepartmental 
coordination shopping tour. 

Display cards should have a_ carrying 
strength for readability at 10 or 20 feet, 
and visibility at 80 feet. Distinctive let- 
tering type should have the legibility of 
Futura Demi-Bold. They should have a 
color treatment that adds to selling impact. 
Lettering should follow certain basic rules 
of color contrast that are too often ignored. 
And the choice of colors should be based on 
known principles of visibility contrast. 

With all these elements provided, the 
“selling stages” of display windows are 
without value if the story is lacking. Like 
an expensively mounted Broadway show 
with a weak story, they can not draw a pay- 
ing audience. 

The story told by store windows is varied. 


“elegance”, 


cards could be re- 
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s topical; it is seasonal; it embraces a 
ve of settings. But its essential basis is 
standardized as the boy meets girl — 

loses girl — boy wins girl formula of 
llywood films. On the display stage of a 
e window, it is: 


ustomer sees merchandise — customer 
its merchandise — customer buys mer- 
ndise ! 


lore completely than in the theater, how- 
r, does the drama of the display window 
end upon the character, the setting, and 
props of color, lighting, fixtures, back- 


round and display cards. 


he merchandise, in an atmosphere of 
vement, of unity, and of coordination, 
s in the mind of the customer. 

t is not sheer altruism that has made 
re owners continue the wartime practice 
devoting displays to worthy civic and 


atriotic causes. Such displays identify 


store with its public, as fellows in the 
iety of citizenry. The best merchandising 


isplays do the same thing, despite the dif- 
ulty interposed by commercial themes. 


emphasizing in every manner the quali- 


es of the displayed product, the window 
ramatically identifies the item within the 


re to the need of the customer without. 
The surest method of providing such 
ntification of customer and merchandise 


s to offer a story through coordinated dis- 


vs, based on topical themes and on the 
itionship of the products to the topic and 
the audience. 


The retailer and the manufacturers of 


parel and apparel fabrics may realize the 
ofits obtained through effective “selling 


¥eCs . 


the fabrics manufacturer, except in such 


ire instances as the display tie-in between 
rnold Constable and a= leading woolen 


use a vear ago, finds strong resistance on 
part of retailers to displays featuring 
nam 

lhe maker of apparel items, with the ex- 


ption of a few high-fashion leaders and 


ers whose extensive advertising has made 
ir name familiar to consumers, face 


milar resistance on the part of store men. 
Department stores and exclusive specialty 


ips feel with considerable justice, that 
are more effective when they individu- 


ize themselves in window display. Never- 


less, a two-point program for manufac- 
ers may be suggested to offer advantage 
both : 
\ coordination of leaders in each fashion 
ipparel line, tied together in total-ensem- 
le and smaller-combination displays, of- 
ered exclusively to one store in each 
ity, for stores which regularly carry the 
nerchandise of all participating manu- 
facturers. 
\ display for stores by the individual 
nanufacturer, keying the merchandise 
to the department, refraining from men- 
tion of the manufacturers’ name but em- 
phasizing the timeliness of the product; 
the display plan should be flexible enough 
o be easily adapted to personalized treat- 
nent by each store, and should have the 
bjective of winning retailer good-will 
ather than serving as self-promotion. 
n both cases, the display plan should in- 
le full specifications for all the tools 
ed in this article: color, lighting, fix- 
[Continued on page 104] 
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“* 


Glowing, Colorful, virtually unbreakable 
PLASTIC XMAS BELLS 





Your decorating problem saved by the bell. 
@ Moulded of Fiberglas mat and bonded with synthetic resin. 
@ The only product of its kind that may be used inside or out year after 
year under severest weather conditions. 
@ May be internally lighted without danger. 
@ Low cost. 
In stock, 9” and 24” heights. Available on order, 6”, 12”, 18” 


Write today for timely delivery 


INDUSTRIAL PLASTICS CORP. 


1440 W. 
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14,500 


COPIES 


This issue of DISPLAY WORLD 

has a circulation of 14,500 copies. 

Subscriptions are being accepted for 
I g I 


immediate handling. 


166TH ST.,. GARDENA, CALIF. e TWINOAKS 3300 
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SNOW 
FLAKES 





IAN AUSTEN DISPLAY 










Each assortment comprises sizes 
from 312" to 14”. For individual 
sizes up to 24, please ask for 
quotations. 


#3127 Glass Fibre Snowflakes. 
Assorted colors, white, green, 
pink, chartreuse, light blue, rose, 
yellow. 

Price: $10.00 per 100 


#2008 Cardboard Snowflakes. 
White frosted. 
Price: $14.00 per 100 


#2010 Foilboard Snowflakes. As- 
sorted colors, gold, green, ice 
blue, lavender, light green, 
magenta. 


Price: $10.00 per 100 
& 


31 WEST 31ST STREET + NEW YORK 1, N.Y. 
27 East Mcnroe St. (Werner Lewy, Repres.) CHICAGO, ILL. 




















BETTER 
SIGNS 










One of Several Models 
May we send you details? 
THE MORGAN CO., 3966 Avondale Avenue, Chicago 41, Il. 


For Good Impressions! 
Line-O-Scrihe siGN PRINTING MACHINE 














WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 








USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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DEPARTMENT LAYOUT 
[Continued from page 39] 


members of the staff. Accordingly, he ma 
provisions for private offices for himself; { 
his secretary; for Warren McCurtain, 
sistant display director; for Andrew Si 
cliffe, who handles the 34th street window 
for Boris Markov, who handles the Fit 
avenue and 35th street windows; for t 
interior display department, and for t 
artist and the sign writer. 

“Different people, doing different types 
work, should be separated from each oth 
while the work is being done,” McCork 
maintains. “Aiter the original planning 
done and before the finished parts are ready 
for assembling, much can be gained from 
the private-office idea.” 

The next project was the mapping of a 
mannequin room, probably as complete, as 
convenient, and as well equipped as any 
ever constructed. 


stored standing. There 
are drawers underneath each bin for the 
arms. Care was taken to see that the aisles 
were made wide enough so that taking out 
the mannequins and putting them back is 
easily accomplished without danger of bump- 
ing anything and damaging the figures. A 
large assortment of wigs is stored on milli- 
nery brackets along the wall. 

Another integral part of the room is thi 
and repairing of thi 
displayed is 


mannequins are 


table on which pressing 
clothing to be accomplished 
No dressing of mannequins is ever done 
the window; it is all done right at this 
table. 

The small window room is another ex 
ceedingly well planned space, boasting many 
highly unusual features. In this room thei 
has been set up to exact specifications a dup 
licate of McCreery’s small windows. Hert 
the original sketch is set up precisely as it 
will appear when installed. This enables 
the whole staff to see the idea in tangible 
form, to suggest changes and improvements, 
to decide with greater certainty on color 
schemes and props required for carrying 
out the central theme. 

The room also contains a series of cabi 
nets in which the various people place thei 
assigned parts of the window when com- 
pleted. These cabinets are labeled with the 
window numbers. When all parts of an un- 
completed window have collected in_ the 
cabinets, they are removed and installed in 
the model window tor a last check as to 
whether further improvement is 

When all hands are satisfied, the window 
is taken down carefully and = parts are 
loaded into specially built trucks, which are 
also labeled with window numbers. The 
trucks have their storage space in the same 
room. When all windows are completed. 
their component parts are contained in a 
series of trucks, which wait side by sid 
for the trip to the elevator. 

The small window room is an example o 
efficiency at its finest. The work moves 
smoothly from beginning to end, with no 
chance for mislaying any essential piece 
Everything has a definite place during each 
stage of the work, and everything is kept 1 
that place. 

The production room is an example both 
of a handy setup and of superlative equip 
ment. Large racks for lumber and storage; 


possible. 


Main feature of the room 
is a series of 150 padded stalls in which the 














Lv, EFS? 





long work benches; two tables; spacious 
conveniently contrived storage spaces 
cabinets. Carpentry machinery and 
s are well selected and plentiful. There 
full line of paints and construction ma- 
ils. The layout and equipment of this 
n enables it to handle almost any prob- 
on surprisingly short notice. 
ie large prop-room is the only part of 
original plan as drawn by McCorkle 
h has not yet reached full realization. 
1 room is huge, and is used for in- 
ir display as well as for storage of the 
e properties. It had been planned to re- 
luce exactly one of McCreery’s large 
lows, but the store has not as_ yet 
able to withdraw everything formerly 
tained in the space, and the model has 
vet been constructed. Also, here alone 
careful storage characteristic of the de- 
tment does not yet exist. 
ventually the store will be able to dis- 
of the non-display articles, and the 
m will be another example of perfect 
ning. 
here are two small prop rooms, and these 
amazing from a number of angles. 
st, the number of items stored in the 
rooms. Second, the ease with which 
wanted prop can be located. But the 
could be extended interminably. 
here are great numbers of office-record 
metal filing cabinets arranged in neat 
s and extending from the floor well over- 
There are bins in abundance. Again, 
ryvthing is numbered and a master cata- 
ie lists the location of everything. In 
ition, each bin and filing cabinet carries 
ibel showing its contents 
lhe two rooms contain just about every 
ng which could possibly be used in a 
dow, including historical newspapers to 
used on store anniversaries; cellophane 
and realistic soapsuds. The selection 
ld do credit to a motion picture studio 
room. It was trom these rooms that 
flowers were drawn for the famous 
er Flower window, which caused tre 
lous comment in New York City. 
\ll of which just about completes the re 
il of the wonders ot McCreery’s display 
f this 
iter, wonders is about the only word 


irtment. And in the opinion ¢ 


ich can properly be used. 
<obert L. McCorkle planned well, and his 
ns have been carried out to the letter 
th the one minor exception already noted. 
aimed for something functional rather 
in elaborate, but he has achieved some- 
ng which is both, in the finest sense of 
h word. As a result, McCreery’s display 
artment has reached an extremely high 
1 of efficiency. The results show every 
in the finished windows which, with a 
play staff of only 20, nevertheless rank 
th the best. 
ther store executives might well visit 
Creery’s, note well, and perhaps make 
e display director’s dream” come true for 
ir own space-hungry departments. 


’ ce-Presidency 
For Stefan 


dward J. Stefan, well known advertising 
play specialist, has been appointed vice- 
sident and general sales manager of 
irtwig Displays, Milwaukee. The Hart- 
g firm specializes in national convention | 
bits and national advertising displays. | 
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Use the 
ATTRACTIVE 
Original 
Ea: Ce 


ACT. Oe 


Our distinctive mannequins 
are the best "salesgirls’ in 
your store. 



























































Write for photos and 
full information. 


mannequin corp. 


31-33 WALKER STREET 
NEW YORK 13. N. Y. 








1)c4RisTocRAT” Display Hangers 


For LADIES SUITS and SKIRTS 










These Hangers 
Soon Pay For Cost of Installation 


So marked is the improvement in garment displays, custo- - 
mers are asking to buy the hanger along with garment. 
Many of our customers are doing additional business in their [yiaaeaaeE? 
garment departments by retailing these hangers in addition 
to using them on their displays. 
Many exclusive garment shops are reporting a thriving 
retail business on these unique hangers, more than pay- S 
’ ing for the cost of their own installation. Packed 3 
dozen - - Write for samples. 


Mfgd. by THE C. 1. TOGSTAD CO. Dept. DW-7 KOKOMO, INDIANA 


| letter co. Send for catalog 


woo INCORPORATED JOS. E. PODGOR CO., INC. 


618 MARKET STREET PHILA. 6, PA. 
151 W. 18th St. @ = New York City II 








Everything for Display 
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NEW DISPLAY APPEAL 


with | 








No. 122 SCREEN DISPLAYER 


background Pecky 


for a rugged effect. 


A versatile unit of natural Cypress, 


self-hinged with natural rattan roping, 


Brilliantly effective for all types of windows, ete. Size 
6 6” high x 4° 6” wide. 
$19.95 Extra section $4 ea. 
9 other artistic Pecky-Cypress creations also available. 
Midwest's New 
welcomed by displaymen 
This new revolutionary manniquin, stands, sits, bends 
and flexes into any position you need to display your 
merchandise advantageously. It’s the only flexible man 
manniquin on the market, and you'll appreciate’ the 
saving even including 2 bodies one for standing —one 
with adjustable legs Get all the details now 
WRITE 
for free catalog on flexible manniquins, fixtures and 
display line 
OTHER ITEMS 

@ CHESSMEN HANDSOME DISPLAYERS 

@ BLEACHED OAK & MAPLE MEN’S FIXTURES 

© PLASTIC TRAYS for sox, gloves, ties 

@ HANGERS AND METAL RACKS 


MIDWEST 


MANNIQUIN DISPLAYS 


532 N. WATER ST. 





MILWAUKEE 2, WIS. 








Wideawake Salesman Wanted 
for Chicago area. Excellent op- 
portunity to cash in on fast-sell- 
ing, well paying line of artificial 
flowers and decorations. Manu- 
facturer located in midwest. 
Salesman must have following. 
Replies confidential. 


Address ‘BOX MHG”’ 
Care of DISPLAY WORLD 














® PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS 
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CHICAGO DISPLAY SCENE 
[Continued from page 47] 

a series of windows on State street where 
Moss used various settings around the city 
as background to serve as the perfect foil 
for the smooth sophistication of the featured 
gown. The museum, the concert, the cafe, 
and the theatre wefe all there and each 
was handled in d@ tongue in the cheek atti- 
tude. 

The following displays are not illustrated : 

Black dresses set the theme for an inter- 
esting window at Carson’s, where Catnpbell 
used a large blow-up made from a Christian 
Dior salon, set up in the display depart- 
ment, as the background. Mannequins were 
dressed and photographed with various 
props. The complete photograph was _ en- 
larged to become the window background 
for the identical mannequins. The window 
and merchandise were done entirely in 
black and white, with white ninon draperies, 


except for a Shocking pink dressmaker 
dummy labeled with French dressmaker 
copy; it cast its shadow onto the legend 
sheet for the window. 


C. G. Bowen, display manager for Henry 


THE DISPLAY PARADE no. 


‘crowd’ picks pink 
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C. Lytton & Co., used an effective series « 
displays entitled “Happy Vacations start 
at. Lytton’s”. A complete sports scene w: 
arranged on the window floor in miniatur 
with a blow-up of a travel folder overhea: 
and against the backwall. The featu 
merchandise was selected to coordinate with 


the sport depicted and was arranged in 
openings in the large travel folder. Or 
with a Minnesota label portrayed gol 


with a golf course worked out in detail - 


“complete to a bevy of amusing miniature 


figures in characteristic poses. 


Lemons served at the same store as a 


‘tmotif for an attractive display of children’s 


cotton frocks.. The card read “The ‘Pigtail 
lemonade cottons”, and 
3owen used a papier mache tree which blos 
somed into lemons as background. A_ box 
set in the fork of the tree served as a 
stand for selling pink lemonade. Five child 
mannequins wore cotton frocks. 

Against a delicate blue background 
James Murray arranged an antique fountain 
and columns of papier mache to turn the 
corner window of the New Boston Stor: 
into a park setting as background for sum 


























98 by Tony Brinker 
OH, GOSH! A PIN ON 
THE FLOOR... | WONDER ? 
a te 
‘ | ler 
~ ; Z , ; es] 
GERALD STARTED IN DISPLAY THE to |b 
SAME YEAR THE BOSTON BRAVES he 
BEAT THE PHILADELPHIA ATHLETICS v 
FOUR STRAIGHT GAMES,.. HE WAS 
FIRST ASSISTANT TO CURTIS FERRILL. Brot 
THE LATTERTHOROUGHLY INSTILLED on 
\N DUNSTON TWE NECCESSITY FOR all 
NEATNESS AND SIMPLICITY IN DISPLAY - 
...$O MUCH SO THAT WHEN A SINGLE 
MISPLACED PIN WAS SEEN RECENT- Vee! 
LY IN ONE OF HIS WINDOWS HE iron 
WAS “NEEDLED” BY PRACTICALLY witl 
EVERY DISPLAYMAN IN NEW ORLEANS, ot 
ral 
vat 
whi 
KK on 
~ og: 
ae ceils 
\ stan 
\ et, 
the 
ith 
~ WO 
dia. Ye 
— = —=—_ . t 
His Howey 15 DISPLAY, AND IF oc 
THIS SOUNDS TRITE, REMEMBER re 
“THAT HE FREQUENTLY SPENDS HIS a 
WEEKENDS... BY CHOICE... AT WORK ail 
IN THE DISPLAY SHOP. DUNSTON 15 
AN ACTIVE WORKER IN LOCAL AND Cr 
SECTIONAL DISPLAY eis acl 
T 
tt 
ag 
SSW EEG; a 
ASS la 
O/SPLAY DIRECTOR, ‘ 
GUS MAYER CO. L7TD., 1g 
NEW ORLEANS ior 
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: P. S. Our custom department is always 


available for your specials. 








225 WEST ZETrn St.., 
the Reg. United States Patent Office TRADEMARK OF LUSTRA-CITE INDUSTRIES, 


"LICO" is 


DISPLAY WORLD 


(THIS MONTH) 
WE ARE BUSY GETTING OUR 


qe efe 2 ) ] 
Terrific Line 
OF SENSIBLY PRICED PLASTIC 


DISPLAYERS READY FOR You , 


get your name on our mailing list! 





NEW YORK CITY 
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| Sory---NO PICTURES! 








We are specialists in Point of Sale 


Displays for National Advertisers. 








(, eer. 


NC. 








The 
field 


hat forms of wire 
flowers and moss _ helped 
highlight the featured black and white. 
caption read “The Classic Influence” 
\mong the current crop of displays was a 
roup of bathing suit promotions across the 
ront of the New 
ll under water 


shells 


hats. 
Ivy, 


mer were 


mesh. 


lhe 


These were 
huge papier 


props. Sea 


Boston Store. 
using 
central 
of base metal in chartreuse grew 
irom a bank of sand, which was created 
vith real sand and cloth, presumably lodged 
round the shell. Glass bubbles, 
branches and the like completed the under- 
water detail, while a netting in green and 
vhite stripes served to tie the scene together 
it was caught to the 


scenes 
the 


ache Seca as 


Vee ds 


coral 


from a design angle; 


ceiling at the center with one mannequin 
tanding atop the sand and against the 
net, then it looped outward toward the 
ther two mannequins which stood one at 
ither side of the sand pile. One of the 
two side mannequins held a corner of the 
et. The legend card was a piece of drift- 
ood with copy reading “Sun and_= sea 
rens’ beauty for modern mermaids”. The 
annequins wore bathing suits in yellow 


nd in white. White light was used on the 
erchandise itself, with green and blue for 
ackground lighting. 


There have been a number of handsome 
‘ttings for cotton merchandise in the Chi- 
igo display picture recently, and one of the 
iost unusual was out in Evanston where 
larjorie Smith, display manager for Edgar 

Stevens, used bolls of cotton and _ strik- 
ig cotton mannequins as props for excep- 
onally smart cotton frocks. The bolls ran 
sizes from 4 to 16 inches in diameter and 












EXCELLO-SHEEN 


FOIL TO PAPER OR BOARD 
ARTIFICIAL LEATHER 





Cellulose acetate mounted to paper in beautiful 
colors and black. 


A fine selection of colors both plain and embossed. 


Ask us for samples and prices. 


THE FLOYD A. HOLES COMPANY 


Widths up to 50 inches. 











BEDFORD, OHIO 
some were suspended from the ceiling by  ciates, Cincinnati, has added Paul M. Mc- 
wires, while others were attached to the Mullen to its staff as sales and production 
background of pale blue. The floor was manager. McMullen was in the public re- 
covered in white, with a large pile of the lations department of the Cincinnati Gas & 
bolls arranged at the feet of the cotton Electric Company for 10 years, having 
“lady” served a total of 18 years with that com- 
An interesting interior display was set pany, the balance of time in the operating 
up at Sears, Roebuck & Co., State street, department. McMullen was responsible for 
where John Courtney is display manager. setting up the public relations department at 
A modern type fixture atop a ledge held Wright Aeronautical Corporation in Lock- 
ties strung in solid rows along two cross land, Ohio, and served there for three years 

bars, making a solid face of ties, framed during the war. 
by the fixture itself. Howard Williams & Associates engages 


Cincinnati Finn 
Adds McMullen 


The firm of Howard Williams & Asso- 


in the advertising display business as crea- 
tors and consultants, as well as in the many 
phases of merchandising in the advertising 
and display fields. 
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Trademark Reg. U. S. Pat. Off. 


GRANULAR DISPLAY MATERIALS 
LATEST FALL COLORS IN VARIOUS SIZES 

of —— —— Kubes Chips CORK, TAN BARK, Pearl Chips. Sea Shells, 

Sand, Grass Mats, Snow, etc. 


We sell by weight, not per bag or cubic feet which costs more. Prompt shipments. 
Good for creating any kind of scene or promotions for exterior and interior displays. 
Good around Tree Trunks, Borders, Islands, and odd spaces. 














| Pearl Chips Sea Shells 


NATIONAL SAWDUST CO., Inc. 
6s NORTH 6th ST. sey BROOKLYN a, 8, We, 


“Be sure to specify Kew Bee Kut if you want the finest.” Catalogue furnished. ===! 























FOR EFFECTIVE SPOTLIGHTING 


of Inside Displays and in Windows or Cases 
- BEST Pee Wee SPOTLIGHTS 


Hood dimensions 414 x 214%4°. Uses a 
G-16%" 75-watt or T-8 100-watt single contact 
bayonnette base lamp. 





Attractively finished in black and silver wrinkle. 
Equipped with polished mirror, Fresnel lens. 
Universal mounting bracket. 

gelatin color holder. 3° sheets S 95 
of colored gelatin. Complete, 

less bulb 


Also Best 400-watt Spotlights 
and automatic color wheels. 


At your Display Dealers. If he can- 
not supply you, write or order from 


BEST DEVICES CO., INC. 


10516 WESTERN AVE. CLEVELAND 11, OHIO 


Dealers: Write for attractive proposition. 



































FOR YOUR 


DRESS GOODS 
PROMOTION 


No. GR 260 
Giant Shear 6' long 
Needle 3' long 

$16.25 Complete 


Opens to any angle... 
Hardwood construction 
. White Enamel Finish 


QUENSELL DISPLAYS Inc. 


71-23 Austin Street 
Forest Hills, N. Y. 
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COORDINATING NATIONAL 
AND RETAIL DISPLAY 
[Continued from page 49] 

these important new potential custome 

Martins spread the sales-building techniq 
store-wide and took it beyond the limitatio 
of the toilet goods department. By su 
gesting a small case display showing 

brief case, a pair of gloves and a hat, 

commuters ticket, and several items chos 

irom the many that make up Lentheri 
toiletries for men, a busy young executiy 
could catch a glimpse of a brief case, a1 
other familiar masculine objects—as well a 
smart, newly created distinctive packag: 
ot Lentheric products and the suggestio: 
that they can be tucked into the brief cas 
for over-night use, or be kept in his des! 
drawer at the office. This idea or sugges 
tion was repeated to him in the luggag 
department, as well as in the hat and glov 
departments. 

Such ideas and many others are contained 
in the Lentheric display suggestion sheets 
which are mailed to display directors of all 
Lentheric accounts, covering all major dates 
which might be utilized by any ingenious 
display director. 

Drug stores, too, come in for their share 
of the Martins treatment. Formerly the or- 
phan or step-child of a manufacturer’s dis- 
play budget and plans, Lentheric has now 
inaugurated a policy in which the drug 
stores across the country, selling their prod 
ucts, may have specially designed and 
created displays of equally high calibre and 
effect. These displays are planned with an 
eye to the promotion calendar of the yeat 
ahead and are so timed as to coincide with 
special events which may be currently fea- 
tured in department stores, thus supple- 
menting the stores’ efforts in publicity and 
display, and helping further to stimulate 
sales and interest in the community. 

Thus, the store which may be featuring 
a Lentheric promotion or display receives 
additional supplementary support and_= in 
terest from the follow up efforts of drug 
store display—which may feature the same 
merchandise in a specially prepared display 
designed to interest customers and_ help 
build additional sales. 

Lentheric stresses the fact in planning 
special display or promotional events. that 
the displays need not be confined to the 
toilet goods or cosmetic departments, but 
can be utilized to help build sales in other 
interior divisions as well. Ready-to-wear 
departments such as Beach Shops in summer 
and Ski Shops, or Sportswear departments 
the vear round, offer opportunities for the 
displayman to combine displays of toiletries 
with ready-to-wear and accessories from 
these departments. Bridal shops are a per- 
fect setting for perfume displays, not only 
as requisites for the bride but for gift 
suggestions for bridesmaids, too, anc Mar- 
tins’ program does not overlook then. 

In these newly conceived settings it Is 
interesting to see how the Martins touch 
continues to maintain glamour for Len- 
theric’s name and products. Even the young 
wives, who may well have to economize on 
expensive toiletries, will find Lentheric dis- 
plays intriguing. 

In the midst of promoting glamorous prod- 
ucts, Martins believes in keeping the touch 
of practical reality. 





JI 


As ont 








UE. BRST 





buys on a basis of faith, 
and desire, in delicate 
“When the manufac- 


and the 


The public 
agination, need 
ance,” he 





Says. 


er gives super-service 


retail | 





cutives cooperate to the nth degree, even | 
most difficult problems in sales can be | 


ly ed.” 
By the Martins technique the public is be- 
eg educated to “see” fragrance and, through 


| 
} 


influence of carefully planned display to | 


y the invisible. 
Vinston Jones To Do 

Sketch-Book" 

Two original display drawings from _ the 
ied pen and brush of Winston Jones, dis- 


—Winston Jones— 





y director of Franklin Simon, New York | 


City, will appear in future in DISPLAY 


VORLD each month. Under the title of 
rom the Sketch-Book of Winston 
mes”, one drawing will deal with men’s 


ear display, and the other with women’s 
pparel. 
Jones’ connection with the display field in- 


ludes three years at the Livingston Acade- | 


vy of Art, Washington, where he specialized 

interior design. He was with Lord & 
aylor, New York City, for five years, 
aded the Franklin Simon display depart- 
ent for two years, and more recently was 
isplay director for Thalhimers, Richmond. 


le returned to Franklin Simon's a_ few 


onths ago to resume direction of the store's | 


isplay. 


Change Of Address 
For Boston Firm 

New England Com- 
iny, for many years located at 262 Devon- 
lire street, Boston, is now in greatly ex- 
inded quarters at 122-124 Kingston street 
{ the same city. 


Decorators Supply 





shatter-Resistant Stands 
Adopted By Cluett, Peabody 


To give its “Arrow” line of full-fashioned | 


urt, tle and handkerchief ensembles fresh 
iles appeal, Cluett, Peabody & Company, 
ne.. New York, is using specially designed 
icks and store 
isplay. 


stands of “Plexiglas”. for 
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RIBBONS 


Direct from Manufacturer to You 
* 
DISPLAY JOBBERS TAKE NOTICE 
We Solicit Your Patronage 
* 
ALL WIDTHS — COLORS IN STOCK 


and to Your Special Order 





IMMEDIATE DELIVERY on Hard-to-Get Colors as 
Grange, Eggshell, White, Rust, Gold and Maroon 


GROS-GRAIN RIBBON OUR SPECIALTY 


Also Cut-Edge Taffeta and Satins 


J.BURLOCK COMPANY 


105 W. 4C#h Si.. New York 18, N.Y. LOngacre 5-3514-5 
Sellinn Aaents for 


THE POST NARROW FABRICS CORP. 


Middletown, Conn. 
MANUFACTURERS OF RIBBONS 



















Imagine the Convenience of this 
OPAQUE PROJECTOR 


va!” Your a; 
” dispjay de Dart 
Ment 


Need a large sketch—but fast? Just place this projec- 
tor over a photograph, magazine page, coin, jewelry 
or any flat opaque object—and you can project a 
screen image, faithful in every detail and color, 4 feet 
square and larger. Projects an area 5” x 5” at one 
time or larger area a section at a time. 


Larger Projectors too! 


MODEL OAl 
Projects sharp 10 foot im- 
ages from 61,” x 61,” 
opening. Has motor cooled 
500-wat? illumination. 

$155.00 F.0.B. N. Y. 


MODEL OA3 
1000 watts of air-cooled 
illumination delivers bril- 
liont screen images. Has 
7," x 10” opening. 
$250.00 F.0.B. N. Y. 


MODEL O, OPAQUE PROJECTOR 
Complete with special 150-watt reflector lamp and 


8’ cord and plug. $29.50 F.0.8. N. Y. 







Argravr Brown & BRO., INC. 
67 West 44th St., New York 18, N. Y. 











TALLY-HO Display Studio 


We wish to thank our friends for 
their visit during Market Week. 


150 EAST 28TH STREET 
NEW YORK 16, NEW YORK 


Members of N.A.D.I. 
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DIsPLAT WORLD 


PVE, Vee 


Immediate Delivery! a) ref DS. News oe 








(F.0.B.—Our Warehouse) 


Ladies Specialty Shops .. . the 
serves many merchandise 


tray that 


toraae problems. Hard board wood 


rain finish with Brass plated card 
holder and handle. Width |I1% 
depth 14 height 414°. An_un- 


val value at 95 ea. 


" CHELSEA 
WAGE STORE FIXTURE 
UA 






re MFG. CORP. 
| Factory & Showroom 
ass 7 tae 19th <n 


New York 3, N. Y. 


Telephone: GRamercy 3-1450 








Alert Merchants Boust 
Their Sales With 


TURNS 
THREE 
TIMES A 
MINUTE 





The ACTION Display-Way! 


CTUAL clocking tests prove that ROTO- 

SHO revolving window displays attract 
many times more customers than any “‘still’’ 
display . . . and frequently pay for them- 
selves in the first few hours of operation 
by doing a man-sized selling job. 


ROTO-SHO is sturdy and dependable. 
All steel, it will carry a load up to 200 lbs. 
Operates on 110 Volts A.C. and the standard 
unit comes complete with 18” table as 
illustrated. Attractive build-up fixtures are 
available for it too. There is also ROTO- 
WEEL for background displays, and ROTO- 
CEILING, a turntable that can be mounted 
to the ceiling. 


These year-round sales builders are 
available through better display jobbers 
everywhere. Write us TODAY for our com- 
plete new catalog. — Delivery is immediate 


from stock! 


GENERAL DIE AND STAMPING CO. 
Dept. N, 262 Mott St., New York 12, N. Y. 














HE International Association of Dis- 

play held its annual general membership 

meeting on June 24, at 10 a.m. in the 
West Ballroom of the Stevens hotel, Chi- 
cago. This satisfactorily 
attended and those present expressed con- 
siderable optimism for the ensuing year. 

A report of the past year’s operations was 
given by the writer, and in view of the many 
obstacles encountered, was considered very 
highly Many complimented 
our annual booklet “Display” and expressed 
the opinion that they felt it was the best 
published by our association to date. 

Delbert Ford, Consumers Power Com- 
Jackson, Mich., and Harold Knee- 
land, Maurice L. Rothchild’s, St. Paul, both 
made fine talks expressing the opinion that 
the I.A.D. had been down considerably low- 
er several times during the 50 years of its 
existence but felt it would make a greater 
come-back. They both paid tribute to the 
writer for having successfully led the I.A.D. 
a most trying year and expressed 
that it 


meeting was 


satisfactory. 


pany, 


through 
the opinion would go places the 
coming year. 

Otto Lasche, Klines, Inc., president of the 
St. Louis Display Guild; Ralph Dauer, Cun- 
ningham’s, chairman of the Guild’s 
and Paul Klories, Union Electric Company, 
third vice-president of the I.A.D., were 
present. They were questioned as to whether 
the St. Louis club would not arrange an 
[.A.D. conference in St. Louis for next year. 


board, 


By JOSEPH APOLINSKY, President === 





They promised to take it up with thei 
members and report to the I.A.D. office i: 
the very near future. 

The matter of the election of officer 
was then taken up and the following is th: 
outcome: Joseph Apolinsky, Loveman, Jo 
seph & Loeb, Birmingham was unanimous 
ly reelected president; Raymond Bianchi, 
Goldblatt Brothers, Chicago, first vice-presi 
dent; Aubrey Maley, Broadway-Hollywood 
Hollywood, second vice-president; Paul W 
Klories, Union Electric Company, St. Louis, 
third vice-president; Richard <A. Staines, 
Vandever’s, Tulsa. treasurer. 

Frank Whitelam, R. H. Fyfe & Co., De- 
troit, is chairman of the board, assisted by 
Tom Comerford, Lit Brothers, Philadelphia; 
Craige L. Embree, Geuting’s, Philadelphia; 
Andrew Matzer, Rollman’s, Cincinnati; 
Robert O. Johnson, Commonwealth Edison 
Company, Chicago; Delbert S. Ford, Con- 
sumer’s Power Company, Jackson, Mich.; 
Ralph Dauer, Cunningham’s, St. Louis; 
Harold H. Benson, The Baker Company, 
Minneapolis; Harold Kneeland, Maurice L. 
Rothchild’s, St. Paul; John T. Chord, 
Montgomery Ward & Co., Chicago; John 
E. Cooke, Coulter’s, Los Angeles, and Les 
Barofsky, Morris Sachs, Chicago. 

Telegrams were sent to the top-manage- 
ments of the firms that our officers and 
board are connected with and 
acknowledgements of were received 
from the presidents of Montgomery Ward, 


members 
same 


4 : 





—With Louisville the home of the Kentucky Derby, Irvin J. Kaufman had a natural theme for 


a series of men's wear windows at Appel’s. 


Seamless paper in yellow and green (Churchill 


Downs’ colors) was used, against which was a map of Kentucky and a cut-out racehorse. 
Tanbark and grass mats covered the floor, with cigarette stubs, empty soft drink bottles, 


racing forms 


and programs 


scattered about— 
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( icago; Union Electric Company, St. 
[ uis; Commonwealth Edison Company, 
< icago, and Lit Brothers, Philadelphia. 

\ meeting of the new officers and board 

mbers was held later and all were pres- 

except Andrew Matzer, John T. Chord 
Les Barofsky; this was because they 
not been sufficiently notified of their 
tion. The most important matter taken 
ler advisement at this meeting was laying 
ground-work for the organization of 
1ew national association as an eventual 
cessor to the IL.A.D. Ray Bianchi was 
ponsible for the idea which met with the 
inimous approval of those present. 
lhe name suggested and approved was 
National Association of Display Direc- 
s. It was decided that only those in dis- 
iy who were responsible for the purchas- 
of supplies for either windows or in- 
iors would be eligible for membership. 
A healthy sum for dues was agreed upon 
conducive to operating the type of organiza- 
tion anyone eligible would feel proud to be 
a member of. 

The following were selected as a com- 
mittee to formulate plans for organizing this 
association. Raymond Bianchi, Delbert S. 
Ford, Robert O. Johnson, Les Barofsky, 
Frank Whitelam, and Ralph Dauer. Bian- 
chi has promised to call a meeting of this 
committee very shortly. All progress of 
same will be reported via the I.A.D. bulle- 
tin and in DISPLAY WORLD. 

| want at this time to make it entirely 
clear that the I.A.D. will continue to oper- 
ate until at such time as the organization 
i the new association is complete with its 
rogram and officers. Those ILA.D. mem- 
bers who are in arrears will please mail 
heir dues to P.O. Box 2582, Birmingham, 
ind those desiring to become members may 

the same. Our dues are as they were 
with no changes. Individual membership 
is $10 annually and clubs desiring to affili- 
may do so by mailing dues for six 
more members at $5 annually. 





Machine Thanks Customer, 
Suggests Merchandise 

the 20-store Skillern drug chain, with 
headquarters in Dallas, is now using some- 


g new in the way of point-of-sale ad- 
tising. The machine is the ‘“LectroCall,” 
electronic device connected to the cash 
risters. As a sale is rung up, the machine 
s “Thank you” to the customer, and 
ds such messages as, “While you are 
re, see ‘Airmaid’ hosiery; the handy 
package 1s easy to carry” 
Invented by Don L. Sterling, of Dallas, the 
vice includes a cabinet housing, records 
nd player mechanism, and a small speaker 
ich is suspended from the register. The 
ce is audible for a distance of 5 feet. 
vertisers pay one-fourth of a cent for 
h message, and stores receive 25 per cent 
the gross. Tests of the machine, which 
ludes the promotion of several different 
ns, will last 60 days. 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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Set illustrated 25 pieces 









Satisfaction Guaranteed 







Order by number Set K-12 









See your Local Distributor 
or Write Direct 










































WINDOWS THAT SELL SHOES! 


Sparkling-clear, Plexiglas shoe display sets produce more sales. 


Write for catalog “MODERN DESIGN ON DISPLAY” 


Representatives in Principal Cities 


ROGtR AEN COMPANY . 2... Phestics 


211 N. Seventh St. St.Louis | Mo., 








It's Rhythm in Music 


It’s Color in Bust Forms 


Five Attractive Pastel Shades: 
Blue, Pink, Green, Flesh, Yellow, and, 
also, Black and White 


@ Made of Papier Mache with Crinkled 
Crepe Finish 

e Fits on any stand 

© Ultra-Modern Neck 

© Full Bust and Shoulders 


TOPS for Blouses and Sweaters 


No. 127—Price 74.10 each 








The FIXTURE MART, Inc. 
Send for our FREE 314 W. Jackson Boulevard 
72-page Catalog Chicago 64, Illinois 











NEW MATERIALS 


For Christmas and Seasonal Displays 


Write for Information and Prices 







Main Office: 
47 Ely St., 
Rochester 4, N. Y. 


Growers 
Manufacturers and Distributors 





Cut Flowers and Supplies 
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SUN DRENCHED 
DISPLAY MATERIAL | 


Direct from Arizona 





@ Cholla Tree Stand with Cactus Veneer Shelves 
and Base. 


@ Choila Logs. 


NATURALDESERT DISPLAYS 
enilciis Wolk tibatiice arizona 
A. . 


i 


COOLIDGE, ARIZONA 


"haa 


BOX 876 








GARRISON-WAGNER CO. 


FALL CATALOG 
NOW READY! 


An 84 page Catalog Featuring 


“America’s Most 
Complete Line of 
Display Materials’ 


48 Pages of Color Illustrations 


e Back-To-School Displays 

e@ Flowers e Foliage 
e@ Panels e Papers 
e Fixtures e Novelties 


e Backgrounds e Posters 


WRITE FOR CATALOG No. 204 
And 24 Page Supplement No. 205 


GARRISON-WAGNER CO. 


2018 Washington Avenue 
St. Louis 3, Mo. 
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NEW YORK DISPLAYS 
{Continued from page 41] 


in a bower of evergreens in the Saks-Fifth 
Avenue corner window. A choice of equal- 
ly elegant bridal bouquets was shown — 
one resting on a satin pillow in the fore- 
ground and made up of orchids and lily of 
the valley, which could be carried in place 
of the bouquet of gardenias and stephanotis 
with the prayer book which the bride holds. 
The artistry of the lace which appears in 
the wedding gown is also carried out in the 
turned down brim of lace on the unusual 
little hat worn with short veil by the bride. 

“The sea, the sun and you... in a bright 
rainbow of beach-time clothes” was the 
copy for a stretch of six theatrical displays 
Director Louis Villela. A 
depicting a 

gayly at- 


1 


ised by Display 


figantic papier mache figure 
sun-bronzed Sicilian fisherman 
neckerchief, 


han- 


shirt, vellow 


magenta striped 


tired in an aqua 


brown and pants 
aided by his com 


painted on the 


dles large white fishnets, 


panions who are admirably 
backwall. There is a feeling of great dis 
tance, the figures of the mural dwindling 
! feeling being ac- 
cented by gray sand and pale blue sky with 


in perspective and this 
a low horizon. 

The tie 
ly buried in the 
Roman shield. 


(lotion) is part- 
with bronze 
iragments of a The natural 
sand on the floor of the window is strewn 


up “Sun Bronze” 


sand along 


with copper flitter. 


Convention Exhibit 
Utilizes Ramp 


With displays at the recent railroad con 
vention in Atlantic City’s convention hall 
restricted to a height of 5 feet, the Ame1 
ican Railway Car Institute told the story 
of tretght car construction on panels 6 teet 
9 inehe deep and. still kept within” the 
rules Phe 160-foot-long presentation was 
mounted on the diagonal and viewed from 
a 2-toot high ramp 

Phe ramp had the effect of making visitors 

part of the display itself. In the central 
rea, there was a lounge which provided 

ating accommodations for 35 persons 
Phrovehout the six-day convention press 

octation news bulletins were flashed on 
‘Trans-lux” screens near the ramp entrance 

It was the only exhibit at the convention 
n which competing firms pooled then 
( s to produce a display representing an 
entire industry Kditorial treatment em 
phasized the railroads’ need for an adequate 
investment return, as well as the ability of 
car builders to meet the nation’s construc 


tion requirements. 


lvers Department Store 
Appoints Luick 

Merlin Luick, tormerl 
for Schwab Clothing Company, Holly- 
Department Store, 
manager. He re- 


in charge of dis- 
play 
wood, has joined Ivers 
Los Angeles, as display 


places Dwight Liuwen, who is now. in 
charge of men’s wear display for Saks- 
Fifth Avenue, of the same city. The latter 
is also display manager tor Harth’s Men's 


Wear, in Beverly Hills. 
Crowder has 
post at 


over the dis- 
Clothing 


taken 
Schwab 


Louis 
play manager's 
Company. 
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.D.A. News 


By LOUIS BOOTH 
President 


ATE of the Memphis conference ) 

1948 was definitely set for Mond 

April 6th through April 9th at a 
meeting of the board of directors of 1 
Southern Display Association, June 24th, at 
the Stevens hotel, Chicago, 
bv President Louis Booth of 
Memphis. The above date was unanimous 
agreed as ideal for the 1948 conference for 
In 1948, Easter Sunday is 


presided OV 


Lowenstei 


several reasons. 
on March 28th. This will 
lapse between Faster and the con 
At this time the displaymen 
Easter is 


allow us one 
week 
ference date. 
are completely set up for spring. 
over and they should have nothing to hinder 
It is perfect 
lines 


them going to the conference. 
for most of the manufacturers’ fall 
and it 1s particularly inviting in our South- 
ern climate usually 
April. 

The meeting will be held in the spacious 
Peabody hotel—one of the finest and most 
complete hotels in the entire South. They 
offer excellent service with the ut- 
most in Southern hospitality. 
beautiful Skyway on the roof to its Coffee 


because it 1s cool in 


along 
From its 


complete and 
rightfully 


Shop in the basement, it 1s 
elegant in every way and_ they 
boast fine 
setup 1s 
have available 40 huge sample rooms 
with about 30) smaller 
ample space tor large displays which some 
of the delighted to 
have. 
will all be 
It is our sincere hope that this will be a 
most conference in view of the 
central location of Memphis, the timeliness 
of the show and the fact that the conference 
will be completely under one roof. We 
wish to cooperate 100 per cent with every- 
making this 
education, and 


foods excellently served. The 


perfect at the Peabody because 
they 
along rooms and 
manutacturers will be 
\gain it is ideal because the set-up 


under one roof. 


successtul 


one concerned in conference 


profitable in) money, enter- 
tainment. 

I wish to congratulate the new board for 
their promptness, their attendance and co 
operation at our meeting in Chicago. The 

Andrew Riley, 
Pons, D. H. 


Norman Camp- 


following were present: 
Memphis; Leonard 

Ltd., New Orleans; 
bell, Friedlander Corporation, Moultrie, 
ia; : Hettinger, Goldsmith's, Mem- 
phis; T. E. Joiner, Lowenstein’s, Memphis; 
Charlie Merrill, Godchaux’s, New Orleans; 
Jimmie Cook The Fair, Fort Worth; L. L. 
Wilkins, Pizitz, Birmingham; Mrs. Lolita 
Staines, Vandever’s, Tulsa; K. V. P. Burn- 
ham, J. P. Allen Company, Atlanta; Frank 
Vermilye, Maison Blanche, New Orleans; 
Booth, Lowenstein’s, Memphis. 

We are happy to announce the election 
of T. E. Joiner as chairman of the board 
Joiner has the unusual combination of be 
ing a top displayman and is certainly abl 
to talk display fluently. The board unani 
mously elected Frank Vermilye an honor 
ary life member for his magnificent efforts 
at the New Orleans show. 

Our 


Brvy's, 


Holmes, 


George 


Louis 


‘ 


hats “are-on to the Nationa! 
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ciat on of Display Industries for an ex- ||[ _ 
ce t show extremely well handled. There 


was a tremendous outlay and exhibit of | e 
eve vthing imaginable to attract the dis- The HIT of the Chicago Show! 
pl en's attention to such an extent that 

could hardly get around to all the 


fit ntertainment, both by the NADI and 
ind: viduals. | 
: are looking forward to seeing you all | | 


mphis next year and wish to say now | Pa 4 
we are going all-out to give you the | America's First and Only 


: = conference yet and we are fully | 100% FIREPROOF NETTING 


of the fact that trat job will not 


he casy to do. | GLORIOUS COLORS! SPARKLING BEAUTY! 


—  — 


" . " - ‘ 
Contemporary Color Guide Never have we seen such enthusiastic response! 
ls Placed On Market 


ile primarily designed for those con- Literally hundreds of visitors who saw our exhibit at the NADI 


corned with foterion decovation. “Coches show raved about the beauty and the fireproof qualities of this 
. porary Color Guide,” published by William amazing new item. 
Helburn, Ine., 15 East 55th street, New E : d -ae ; , 
y Cite 20 teen teeny cece. fee ew las Now, once again, rich-looking, festive canopied decorative treat- 
plavman. Thirty plates in color are con- ments are possible with nary a worry about fire hazards. Now 
tained in the book, which is by Elizabeth vou can indulge that urge for glamourous festoonings on a big 
? Burris-Meyer, consultant in this field. A ‘scale. Use Vitronet in lingerie, corset and fashion departments, 
: al plate and description, for example, -for children’s departments—for fashion shows—for Toyland 
t i Se 8 TeKCeNES (Cate and Santa Thrones—use Vitronet for all sorts of drapery treat- 
: chent St % teats ee Aae comes ments in window displays. 10 glorious colors—surprisingly 


carpet, drapes, furniture, upholstery, 
ng, and the lghting suggested for 
is portions of the area. 


lower in price than the usual types of nettings. Write for 
samples and prices. 


book is a companion piece to “His- 


Spcaasic “| RADIANT GLASS FIBERS CO. 


ee 208 EAST 27TH ST. NEW YORK 16, N. Y. 

Brewer Leaves Bullock's 

For The Broadway satitilamaaiel a - 

, faking the newly created position of store 
lanning director, James H. Brewer has 

ined The Broadway Department Store, 


Los \ngeles, following his resignation as | Be SURE TO SEE THE NEW 


ling superintendent at Bullock’s, of the 





city. In addition to acting as liaison 

en the store and Raymond Loewy, | MILEQ MANNE UINS 
n and store planning consultant, | Q 

ver will direct window and interior dis- | 


and architectural planning. A JEAN LESLIE Creation 
ewer is well known in the display field. | 

ng been for many years in charge of the f ° 

ay department of Bullock's, from which G) Ne 

he was promoted several years ago to 
osition recently resigned. Featherweight Construction . . . Unbreakable Hands 
Skin Texture Finish . . . New Hair-Do's 


Tall , Lord & Taylor, | 
Now Shoe Beearaer MILEO MANNEQUINS 





addition to his present duties as 7 West 36th Street, New York 18 
tant director of interior display at CHARLES MILEO 
& Taylor, New York City, Edgar Established 1900 . Juat off Filth Aveauc 


man has been named store decorator. 


vill be responsible for planning and de- See them in CHICAGO 
Seine the Mets Tet Ee ew eee Smiley & Co., 234 South Franklin Street, Chicago 6, Ill. 


s, as well as for changes at the Fifth 


ue store. See them in TORONTO, CANADA 
Morgese, Soriano Co., 431 King Street, Toronto, Canada 











Kickirillo Heads Display 

At Sanger's, Dallas 

cceeding R. E. Moriarity, who is now 

ay manager for W. C. Stripling Com- 
Fort Worth, Willard Kickirillo has 
placed in charge of display for Sanger 

hers, Dallas. With Sanger’s for the 
28 years, Kickirillo was formerly in 














twelve lucite points wel- 
ded to a wire frame that | (Cul 
snaps over a Chrisimas , ; 
or 7C7 electric light bulb 
$8 doz. Order now, irsure 


For the NIGHT OF STARS | THAYER & CHANDLER AIRBRUSH 











es . . | del , livery. “4 
ge of interior display. He has been re- J. B cRuzE. Bon "O46. : : i ji ~ a 52 
d in the latter post by Fred Zimmerli, Highway Highlands, Calif. m= 6 THAYER ¢ CHANDLER 
—-] / BUREN ST.,- CHICAGO.ILL 





the display department since 1933. 
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No. R 107—BACK TO SCHOOL 


( below) 


A striking idea cleverly executed in fine paper 


sculpture approximately 30'' x 40" (ex- 
clusive to one store in a city). Your own 
individual message inscribed 

on slate de $17.95 


UIUR > keh 


ACK * ScHool 


MESSAGE i - 





Just one of our ideas for 
BACK TO SCHOOL and FALL 


Look to Ev-Ready for new, practical ideas in 
Posters, Paper Sculpture, Flowers. 


WRITE FOR CATALOG 


EV-READY yc 








| NOW! Immediate Delivery 


DUVETYNE 


IN 6 RICH COLORS 


54 inches WIDE 


XC KCLLI GREEN 
WINE BLACk 
YAL BLUE 


+ 
VV 


PER QQ° varo 


ra + R 


ORDER TODAY 


KA A f 4 NJ f R \A 
VI ANIL r N VV 


/ic- ALLIED 


CREATIVE DISPLAYS 


MANUFACTURERS AND DISTRIBUTORS OF 
DISPLAYS, FIXTURES, DISPLAY MATERIALS 
200-202 NO. PEARL STREET, BALTIMORE 1, MD. 
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COMBINING FUNCTION 
AND BEAUTY 
[Continued from page 50] 
lightness, which will put the customer at 
fluorescent light 


ease, he uses caretully 


balancing the tonalities so that merchandise 


hues will not be thrown off-color. He in- 
sists that in the general lighting of a store 
there is no place for “mood lighting” with 
garish colors, or for other dramatics. Drama 
in lighting should be confined to small, re- 
stricted areas, and always related to the ac- 
specific 
There is still a legitimate and important 
function for incandescent lighting, Bry 
contends, to “spot” displays and individual 
items 


complishment of some purpose. 


Hle uses decorative color with great 
subtlety, and with an awareness that its first 
purpose is to project the merchandise. 
\lthough world-famous as a modern de- 
signer, Bry prefers to refer to his work as 
“Classic Modern.” 
toward new materials as science makes them 
available, and in his insistence that func- 
tionalism is an indispensable element in the 


In his open-mindedness 


validity of design, he represents the sane and 
practical side of modernism. He was among 
the first, however, to protest against stark- 


Display Impressions 


V4 
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ness. The classic tradition, which always 
has managed to find a gracious middle 
ground in which function and beauty may 
meet, has been deflected strongly in_ his 
work. 


Heavy-Duty Tacker 
Has Improvement 

The Heller Company, 2167 Superior 
avenue, Cleveland 14, has announced = an 
improved automatic hand tacker with a 
built-in adjustable gauge which enables an 
operator to follow accurately a given line 
The tacker’s gauge is adjustable to any 
given point within 1-11/16 inches. 
driving head of the instrument is capped 
with resilient rubber on a_ solid base of 
durable rubber for hand-driving or for use 
with a leather mallet in driving through 
light metal. 


Facilities Enlarged 
By Stillman 

In addition to its established line of used 
display properties, Stillman Art Displays, 
354 West 42nd street, New York City 18, 
is enlarging its facilities to provide for the 
production of new properties in various 
media, including papier mache. 


By Tony Sendoykas 


— Display Club Meeting — 
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LOS ANGELES REPORTING 
[Continued from page 37] 
e holding a small overnight bag, por- 
ived the eager vacationers. The display 
‘| showed a large drawing of a compass 
rd, over which was written the window 
le—"Vacations Ahead”. A special mix- 
e of mica and cork was used on the floor 
ving a certain amount of “sparkle” to 
display. 
Raymond used two natural wood stair- 
running from the floor to the ceiling 


vs 

his children’s place mat window at The 
oadway. In the center of the window, 
tween the two stairways, a little boy and 
rl were seen having a tea party. A grass 


it under the small table and chairs and a 
llis in the background helped given an 
itdoor effect. The designs for these place 
its were taken from little clay models 
lich the manufacturer calls “Claytoons” 
he original “Claytoons” were used in this 
isplay — some on the floor and others on 
e steps. An individual place mat was 
laced, standing on edge, on each of the 
tairs. Other place mats were fastened to 
e trellis behind the tea party while still 
thers were arranged on the floor. All in 
I] a very colortul and attractive window. 
\t Haggarty’s, Mary Kay Kerwin did an 
nteresting store-wide dark sheer promotion. 
he series was inspired by the races, and 
e display card captions read “We place 
r bet on dark sheet”. The Haggarty store 
colors, pink and black, provided the overall 
lor scheme for the promotion. In the 
irge island window, always difficult be- 
cause of the backlighting from the street, 
Miss Kerwin used two stylized wood and 
papier mache horses (or maybe they were 
zebras; they were striped pink and _ black) 
The horses were suspended from the ceil- 
ng by black satin ribbons and were so de- 
signed that they also serve as individual 
lisplay units for smaller accessories and 
cosmetics. A small platform at the base 
the horse’s neck (at the withers, for 
e benefit of horsemen and horsewomen) 
eld colognes and perfumes, and two large 
hollows in the body of the horse were used 
Sculptured paper 
niniatures of these horses were used in 


ior other accessories. 


counter displays throughout the store. Pink 
shavings were used on the floor of this 
sland window, and the mannequins wore 
pink and black accessories. 

For Haggarty’s Mabs of Hollywood swim- 
suit promotion, Mary Kay Kerwin used a 
fabrics with multi- 
lor metallic paper stripes to give the ef- 
ct of an actual beach scene. White wire 
nd white painted manzanita branches were 
sed for the top of the cabana. White sand 
as scatiered on the floor, and glass bubbles 
nd plaster and papier-mache starfish and 
eashells added to the beach atmosphere. 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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A full line of exquisite Set Pieces—Arti- 
ficial Flowers, Novelties and Preserved 
Foliage. 


No. F-411—OLD FASHIONED WELL UNIT 


Constructed of pecky cypress wood, stained and 
Iry brushed in hand crafted finish. Cedar slabs 
on base. Beautifully trimmed with preserved 
spotted oak leaves, gorgeous artificial grapes, 
grapevines, and miscellaneous foliage. This set 
plece is an actual reproduction of an origi nal 
water well, over 50 years old. It may be used 
utdoors as well as for many display purposes 
Ma n2s S 
Large—63” high x 1 Price $19.95 
Sm 411” high x 24” w Price $12.95 





JOBBERS! Write for photos. The most 
sensational line of low price, high styled 
items, ever shown. 


M. G. M. Displays Inc. 


1213 Race Street, Philadelphia, Pa. 








YOUR DISPLAYS 


BS 





Fresnelite, Jr. 
100-watt. G 161/2 bulb extra 


eg oa 
N, e 
* 1217 sig20 3S 
CENTURY Lighting Equipment is ENGINEERED Lighting Equipment 
419 West 55th Street, New York - 626 N. Robertson Blvd, Los Angeles eo 
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FLOORS ==} 


( 7) EVERTHING 
[oF For DisPiay 
b = 


FULL of wea Prasat? 
decoratives! 


HERE at Natt Levy's, you'll find a 
dazzling array of fixtures and displays 
capturing the thrill and color, the frosty 
crispness of the new Fall Season to 
spark sales for your store. 


Nowhere in the South is the display 
director offered a finer, more complete 
display collection at more down-to-earth 
prices. 


If you can't come in, write for sam- 
ples and catalogues. 


Baltimore Showrooms: 


Natt Levy Displays 
5 South Hanover Street 





Richmond Showrooms: 
Natt Levy Display 
Supplies of Va., Inc. 
523 East Grace Street 


“Everything for Display” 





ee ee 


| Sun Glasses 


Window! 
@ 
Shield valuable display mer- 


chandise from destructive 
ultra-violet rays with: 


oe 


ome eee are 


<— >< pam pam GEE.) c= pee pa: aD ca poe ome 


transparent 


PLASTIC SHADES 


Easy to install; simple to fit. 
A plastic sun shade for your 
window is a MUST for low 
cost sun insurance. 


— — <—- = oe = ee om ae ae ee cee 








Mail inquiries to: i 
the PLASTIC SHADE CO. 
83-52 Talbot Street 


Kew Gardens 15, N. Y. 


» Representatives for the South wanted 





2. 
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DISPLAY WORLD 


ELEVEN SECONDS TO SELL 


[Continued from page 91] 


tures, and background styling, arrangement, 

and copy for display cards. Blueprints and 

working drawings, as required, should be 
furnished. In development of such a_pro- 
gram, of course, care must be taken to 
avoid infringement of federal legislation 
covering manufacturer-retailer relationships. 

A program for retailers is also suggested, 
to improve the dramatic quality of window 
display: 

1. Give display personnel access to special- 
ists both in window display story ideas 
and in tools used for the selling stages 
of store windows. Buyers are given op- 
portunity to travel to obtain the merchan- 
dise — why not the displayman whose ef- 
forts help sell the goods ? 

2. Tighten coordination of display and ad- 
vertising departments to unity the selling 
tools lettering type, art style, etc. - 
common to both. 

3. When store remodeling is planned, inte- 
grate window display styling with inter- 
ior treatments. 

Today's store executive must be able to 
consider all elements of effective display. 

Store identification, prestige, appearance, 
employee morale and selling power are the 
vital objectives attained by the window dis- 
play that dramatizes the appeal of merchan- 
dise to the extent of expanding and sales. 

It costs money to let competition attract 
the trade. 


"Snow" Products Added 
By Maharam 

The Maharam Fabric Corporation, 130 
West 46th street, New York City, has an- 
nounced two new. synthetic snow items, 
“Arctic Sno” and “Sno Blocks”. 
said to be the result of painstaking tech- 
nical research by one ot America’s larg- 


They are 


est mills, which has developed these two 
synthetic snow products exclusively for 
Maharam. The Maharam company further 
states that these snow items are pure white, 
featherweight, odorless and vermin and 
rodent proof. 


Display Changes Made 
At Bonwit Teller's 


Following his resignation of a position 
held during the past vear with a cosmetics 
house in Chicago, Walter Hazeltine has 
rejoined Bonwit Teller’s, New York City, 
as interior display manager. 

\t the same store, Dee Stewart has re- 
signed as display fashion cordinator in 
order to join an advertising agency, and 
Krnestine Gaines has taken over the posi- 
tion. She had been interior stylist, in which 
post she is succeeded by Georgiana Whyte. 


Fashion Display 
Adds Service 


A. J. De Laurier, president of Fashion 
Display Company, Mineola, N. Y., and 
Springfield, Ohio, announces a line of rub- 
ber replacement hands for mannequins in 
addition to the firm’s “Ten-Point” plan of 
mannequin refinishing. Under the new ar- 
rangement damaged hands are sent to either 
factory and the replacement is sent direct. 
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JULY, 1922 


The annual convention of the Internation 
Association of Display Men was_ held 
Chicago. William H. Teal, Toledo, w: 
elected president, assisted by A. L. Meadow 
Fort Worth, first vice-president; Jack 
Cameron, Des Moines, second vice-pres 
dent; Homer Seay, Charleston, third vic 
president; L. A. Rogers, Chicago, secretar 
and ©. E. Wheete, Tulsa, treasurer. 
Ellsworth H. Bates, C. W. Klemm Compan 
Bloomington, Ill, was top winner in tl 
convention's display photograph contest. ... 
Mrs. E. A. Gage, Cleveland, was elected 
president of the newly organized Women's 
Auxiliary. 


JULY, 1937 


Karl Roth, who formerly conducted his 
own display business at Findlay, Ohio, 
joined Old King Cole, Canton, as a sales 
representative. 

The Evansville Display Club was organ 
ized, with R. H. Brennan, Wells & Hoffman, 
as president. 

Helen Coles, display director for Bonwit 
Teller & Co., New York City, retired to 
private life and was replaced by Tom Lee; 
the latter had just returned from Australia 
where he served as display consultant for 
Farmer & Co. Ltd. 

George H. Wagner resigned as display 
manager for the George B. Peck Company, 
Kansas City, to accept a similar position 
with J. L. Brandeis & Co., Omaha. He was 
succeeded at Peck'’s by Charles R. Crawley, 
his former assistant. 

A silver cocktail service was won by T. 
Willard Jones, Shreveport, for a display 
he created for Evans Sporting Goods Com- 
pany and which was entered in the contest 
held in connection with National Tennis 
Week. 

Arthur Fraser, Marshall Field & Co., Chi- 
cago, and his assistant L. Sternetske were 
entertained with a luncheon in their honor 
in London; more than 30 English display- 
men attended. 

Eric Schwengel was the newly appointed 
display manager for the T. A. Chapman 
Company, Milwaukee. 

Les Blei and W. Wolcott, Nebraska Cloth- 
ing Company, Omaha, won first prize of $500 
in a national display contest sponsored fot 
Palm Beach neckwear. 

The annual convention of the International 
Association of Display Men was held in 
Chicago. Erwin A. Hiffman, Hiffman Dis- 
play Service, St. Louis, was elected presi- 
dent. Other officers were Richard A. Staines, 
Vandever's, Tulsa, first vice-president; Sid- 
ney Goldberg, Kline's, Cincinnati, second 
vice-president ; George H. Wagner, Brandeis, 
Omaha, third vice-president, and William 
Arinow, Shillito’s, Cincinnati, treasurer. . . 
Washington was chosen as the convention 
city for 1938. ... Karl Kneis, Stix, Baer & 
Fuller, St. Louis, carried off top honors in 
the display photograph contest. 

L. J. Porchia, Bullock's, Los Angeles, 


left on a three-month tour of Europe. 
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Time saving, easy to use, MITTEN’S DIS- 
PLAY LETTERS are truly modern magic. The 
iction giving third dimensicn adds extra punch 
to your sales messages, and best of all, you can 
use them over and over again, soon repaying 
the original cost. 


For fuller information, write for your copy of 
yur free circular showing the wide variety of 
letter styles and sizes, the clever little ‘“Illus- 
tros’” and border treatments available. We 
carry a complete stock of MITTEN’S LETTERS 
in St. Louis. 


Our Fall Catalog is Now Ready 
Write For Your Copy Today 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE., ST. LOUIS 3, MO. 
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XMAS 
TREE 


NAMENTS 


Wire stemmed 
Glass Balls 
Va" to Le" dia. 
pastel colors 


Metal capped 
Glass Xmas Balls 
214" to 8" dia. 

all colors 


Imported glass 
Novelty 
Ornaments 


ARTS and FLOWERS 


43 WEST 56 STREET 
NEW YORK 19, N. Y. 
Dept. D 








DISPLAY WORLD 


Otto Lasche Elected 
By St. Louis Group 


At the June meeting of the St. Louis 
Display Guild, Otto Lasche, Kline's, Inc., was 
elected president to succeed Ralph Dauer, 
Cunningham's. Also named as officers are 
the following: vice-president, Joe Mer- 
curio, Garrison-Wagner Company; secre- 
tary, Mrs. Rosemary McMahon, Glaser 
Drug Company; treasurer, John Stoppen- 
brink, C. E. Williams Shoe Company. 

Ralph Dauer heads the board of directors, 
assisted by Sid Durham, Ely & Walker 
Dry Goods Company ; Wesley Reed, Pea- 
veley Dairy Company; Paul Klories, Union 
Klectric Company; Joe Abeln, J. C. Penney 
Company, and Harvey Smith, Boyd's. 


Display Manager Named 
For Macy's, Jamaica 


The new store of R. H. Macy & Co. in 
Jamaica, N. Y., will have John Monteverdi 
as its display manager; he was formerly 
head of display for Macy's unit in Park- 
chester. Succeeding him in the latter posi- 
tion is Edward Kotomski, who had_ been 
with the display department of the main 
store in New York City. 





'‘Marvelog" Introduced 
By Maharam 


“Marvelog” is a new product of the 
Maharam Fabric Corporation, 130 West 46th 
street, New York City. Each unit is about 
5 feet in height and stands on end to pre- 
sent a shadow-box effect in the center for 
the items to be displayed. Various sizes 
are available, as well as in set pieces; the 
logs are hand made in a combination of 
paper and plastic. 


Lash Leaves Famous 


For Globe Stores 


Globe Department Stores, Los Angeles, 
announces the appointment of Fillmore Lash 
as display manager. He was formerly 
assistant to Suren Holmes, display manager 
for the Famous Department Store, of the 
same city. Lash came to the Famous after 
five years in the army, prior to which time 
he was in charge of fashion display for 
Marshall Field & Co., Chicago 


Lerner Associates Moves 
To Larger Quarters 


B. G. Lerner Associates has removed to 
a three-story building at 467 East Main 
street, Bridgeport 8, Conn., as a result of 
the expansion of the firm's display business. 
The company specializes in the distribution 
of all types of display decorations and 
equipment. 


Abacot Displays 
In Own Plant 


Abacot Displays, Inc., formerly of New 
York City, has moved to the company’s own 
factory at Bedford Hills, N. Y., where 
much larger manufacturing and warehous- 
ing facilities are available. A sales office 
will be maintained at 60 East Tenth street, 


New York City 3. 






Cheerful 


WALL PLAQUE 
for FALL 





No. 8067 OWL PLAQUE 


Fall Shaded Papier Mache Ow Shella 
Finish Plaque, Fall Shaded Acorr Oak 
Leaves. 40 verall. Price $ 5.00 


You are cordially invited 
to visit our showrooms. 


DISPLAY MANUFACTURERS MART, inc. 
“Evergthing jor Display” 


34 WEST 35th STREET NEW YORK |, N.Y 








Cropicraft 
WOVEN-WOOD SCREENS 


and Draw Drapes are now in stock for immediate delivery 


You sweep away monotonous sameness with Tropicraft fluid 

flexible display screens. Lightweight and portable, they roll up 

tightly; are easy to carry and arrange by one person. 

Woven-Wood screens and drapes are also custom built to your 

exact requirements. Up to 12 feet high and any length or color. 
Standard present stock sizes and color: Desert Gold 

6’ high and 7’ long, each $12.60 - 9’ high and 7’ long, each $18.90 


FOB San Francisco. Order now for immediate delivery 


TREPILRATT 


$35 SUTTER STREET, SAN FRANCISCO, CALIFORNIA 
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Headquarters for 
BAMBOO RATTAN 
MATTING 


All types and sizes for every 
purpose. Featuring South Seas 
Motifs. Largest selection of 
quality display material. 
Priced reasonably 
Immediate delivery 


Send today for latest price list 
Pacific Bamboo 


Products, Inc. 
1188 South LaBrea Avenue 




















We are doing our utmost 
to improve the supply. 


Keep asking your Dealer 
for 
“NAT-MAT” Cardboards. 


NATIONAL CARD, 
MAT & BOARD CO. 


MFRS. 
4318 Carroll Ave., Chicago, Ill. 


Allied Mills 
Los Angeles, Calif. Peterboro, Ont., Can. 








DISPLAY Woes 


Your 
Column 





In recollection of my work and myself, 
I venture to send you a copy-photograph 
of your letter dated 6th of November, 1931. 
Since then I had ample opportunity to im- 
prove myself as a display manager at Ber- 
lin, London and Paris. I left Germany in 
1937, because of the increasing strangulation 
by the Nazi party of every free-thinking 
man and consequently the uniformation of 
all kinds of creative art. Since 1937 I was 
the owner of a display and interior decorat- 
ing studio in London and Paris, where | 
had every means at my disposal to work as 
a tree-creating artist. 

The sudden illness of my aging mother 
called me back to Germany late in 1939 
while in the meantime the outbreak of this 
war prevented me from leaving Germany 
again. I have now. successtully survived 
this war and have remained politically as 
untainted as I was before. At present I 
am working at my home town, Munich, for 
the American occupying forces in the capa- 
city as interior decorator and commercial 
artist 

My old desire to go to the USA’ has 
become even more strongly today and I 
would very much welcome an opportunity 
to employ all my professional experience on 
the other side of the ocean. I would con- 
sider it a great favor if you could foster 
some connections in this direction which 
would enable me sooner or later to come to 
the USA. 

My partner, U. M. Behnisch, who has 
worked with me since 1933 and who lived in 
London before the war, has been a civil- 
internee in Canada during this war. In the 
hope that he would be able to continue his 
work in London, he returned to England 
in’ April, 1945; 
forced him to return to Germany for the 


circumstances, however, 


time being. He is also now very interested 
to go to the USA as a displayman and com- 
mercial artist, in which country he has al- 
ready lived between 1930-32. [ may men- 
tion that Mr. Behnisch is completely un- 
touched of any political stigma. 

Johannes Ehrhardt, who has been an ap- 
prentice of mine in Berlin, has lived several 
years in Athens in Greece and is now a co- 
worker of mine again. He also would be 
very interested to work in the USA in the 
profession as a displayman. Mr. [Ehrhardt 
1s also politically uninvolved. I am looking 
forward to an early reply.—A. L. Heubach, 
Munich, Germany. 


I have not been in the display business 
DISPLAY 
WORLD is the only thing that “saves” my 
lows. There is only one fault that I find 
with your publication, and that is that you 
do not have too many articles that concern 


very long, but I find that 


Win 


the small town department store or specialty 
shop, as most of your articles and photo- 
graphs are from the larger cities —Wil- 
lam M. Mathisen, C. C. 
pany, Nampa, Idaho. 


Anderson Com- 


PUL. V7 


DISPLAY WORLD came today, and a 
usual it is very interesting; in fact, I thin 
this issue is even more so than usua 
DISPLAY WORLD is one magazine that 
take time off for during the course of 
busy day, to page through it to get th 
news on the day it arrives. 

Mr. Stensgaard is at present out of th 
city, but I am sure he would like to hav 
extra copies of this June issue. In fact, 
am sending his copy to him air mail specia 
delivery so he may see the excellent RCA 
article on the Exhibition Hall—Doris Dahl 


quist, W. L. Stensgaard & Associates, Inc., 


Chicago. 


Many thanks for the two copies of DIS 
PLAY WORLD which have arrived safel) 
and are already showing great signs ol 
wear because, as you can imagine, ever) 
page is of interest to all of us back in this 
organization who have the interests of dis 
play in the forefront of our personal am 
bitions. 

It was indeed a great pleasure for me to 
meet you in America and I sincerely trust 
that the day is not far distant when we can 
renew acquaintances either in this country 
or in yours. 

Much that I learned and assimilated dur 
ing those pleasant weeks has already been 
of great use to me and I know that, in the 
days to come as I search for new ways to 
use the very limited materials which we 
have at our disposal, the brilliance of your 
display will forever give me courage to at- 
tempt something new and, I trust, some- 
thing attractive. 

I know you are going to have a wonder- 
ful time at the Display Market Week in 
Chicago, and I am terribly sorry that | 
could not make this for I feel sure that in 
those few days I would have met everybody) 
that mattered, and would have seen such an 
opulence of display material that possibly 
it would have had a bad morale effect upon 
me and an even more dejected young man 
would have arrived back in England than 
the one that stepped off the plane a_ few 
weeks ago. 

I wish you every success with the maga- 
zine, which is indeed something every dis- 
playman must have, and already I can see in 
these two numbers that it will be an eagerly 
awaited publication in my office —L. J. 
Pryer, display manager, Bentalls, Kingston- 
On-Thames, England. 


For the past vear I have been working as 
a specialist instructor in display here in 
Virginia. Most of my contacts are with 
very small department stores and specialty 
shops; consequently my work deals with 
every phase of display and sales promotion 
I will appreciate your sending me informa- 
tion on those things I have checked on the 
enclosed list. 

Certainly you are doing a wonderful thing 
with your Service Bureau Also your 
magazine is a constant help and source of 
inspiration for me —Darrell A. Landrum, 
Richmond. 


As a matter of interest to you, I am send- 
ing a picture of our fur storage window 
[ got the idea of this window from your 
magazine, which I take every month. I 
want you to know how much I enjoy DIS- 
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PL\Y WORLD, and how helpful it is to 
Robert Hyams, New York Fur Com- 
Ltd., Vancouver, British Columbia. 


hope that by now you will have re- 
Ct | our draft for $4 forwarded for the 


renewal subscription to DISPLAY WORLD. . x 

We are very pleased with the high stand- a: | 

ard you maintain in your publication, which j THE NATION'S FINEST 
we still find to be of great interest and Us MANNEQUIN REFINISHERS 
\ Lallah Dredge, publicity manager, 


\Manton’s, Melbourne, Australia. 





Now has available for your mannequins 


send vou $4 for renewal of my subscrip- R 
to DISPLAY WORLD. I would like 


: yrrespond with a young American dis- FLEXIBLE UNBREAKABLE FASHION STYLED 


man, and hope that you can find a man 
terest for this —Kurt Beck, Ryesgade S4 - 
F2 Ccmaicins Denmark. 7 dil ’ 95 EACH 
Send broken hands to be replaced, for fittings and color match 
organization is now ear and «INQUIRE ABOUT OUR FAMOUS 10 POINT MANNEQUIN REFINISHING PLAN 
old and is growing in a_= satisfactory 
comlition. It has keen a struggle getting 
up with manufacturers and distribu- 4 Li di | 
bes naturally dis aad a accept as ion Isp ay co. 
accounts when they were having a 


icult time taking care of their old ones. MINEOLA, NEW YORK SPRINGFIELD, OHIO 


But things are easing off now and we expect 





he able to get the necessary merchan- 


‘ he rest of the year. . . 
Ag tisneg gh ore »y | WE Promised Economy and SANTAS! 


Ve have been helped considerably 


DISPLAY WORLD in the past and always | Quality for FALL Moveable! Unusual! 


forward to each new issue.—C. F. 
Moosberg, manager, Decorative Materials | ... HERE IT Is! 
& Sales Company, Denver. 


conversation with Mr. Pryer, of Ben- 


Ltd., Kingston-on-Thames, he showed 
a copy of your magazine DISPLAY 

WORLD and also told me that he thought 
would be able to give me some in 
ition about training for display in the 

Pa | 

this Institute we provide a course of 

ing for displaymen and we are anxious 


raise its standard. I should be very 
eful if you could give me any advice | 
training for display, if possible letting 
have a copy of a training course use‘! 
similar college in America, and also 
ther vou could arrange for me to hav 
copies of your magazine.—H. J. Long, prin- 
London County Council Technical 
titute for the Distributive Trades, Lon 
England. 





llaving just returned from a two-month 
t to USA and Canada, I am sorry to No. 7058-ACORN GARLAND ON BAR—Papie: 
’ - Mache Acorn Giant Oak Leaves. 4 ft. overall. 


t that I did not have any chance to | 2 in box $5.30 ea. 


to Cincinnati to see you, as much as I | No. 7057-ACORN ON BAR—Papier Mache Acorn Bend, turn—these adorable little Santas any 


ld have liked it. As you might. re 36” Spread. 4 in box $3.20 ea position to suit your display ideas. Dressed in 

ber, | had an article in DISPLAY | You are cordially invited finest velvets, red or pastels. Santas 16 ‘—$10.09, 

RLD December 194] whiel: | devec to our showrooms 25 —$22.50, 32 —$30.00 each. 

as you wrote me you did not have any E Ake ge ng Ames or Foll. 
DISPLAY MANUFACTURERS MART, inc. xquisite Fairies, Reindeer and Dwarfs 


copy. So I went to the public library | 2 a 
‘ew York and found the issue and had | ‘Cocrglhing for Bisples RUTH SANFORD 


copies of that page made. Elle Tle Ba 8 Sac n. e Sapae 1125 E. 61ST ST. CHICAGO 37, ILL. 


ere have been a few changes here in 
made in the latest Fifth Ave- 
me tinious or yout om || REDIKUT LETTERS 
description. Perfect fitting 














store as I have left the display depart- 
to take charge of organizing and pub- | 





elations. The display manager now 1s 
former assistant, Sven Mellberg, and | Wholesale and Retail Die Cut Cardboard Letters 


now sending you a few photographs For particulars write Popular sizes, styles and colors. Write for 
his recent window display. your samples and prices. Ask your Dealer. 


visited several display managers during | Window Display Equipment Co. THE REDIKUT LETTER Co. 


stay in the States and they seemed to | 52 West 36th St. New York 18, N. Y- | | 2992 W. 76th St. Los Angeles 43, Calif. 
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SPARKLING WHITE PLASTIC SNOW. 
PACKED IN ONE AND TWO BUSHEL 
CONTAINERS. VERMIN-PROOF, RE- 
USABLE. SPECIAL £lastic smo 
DISPLAY PRODUCTS INCLUDE 
SNOW BALLS, BELLS, STARS, 


WRITE FOR NAME 
OF YOUR NEAREST 
WHOLESALER 


PLASTICS DIVISIO 


4 


PAPER PRODUCTS CORP 


2943 E. Warren Ave. 
Detroit 7. Michiaan 
























YY, STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Carry out our instruc- 
tions in your own windows and 
learn while you earn. 


Largest and oldest scheo!l of its kind. 
Founded 1904. 


Write for literature. 


THE KOESTER SCHOOL 


300 W. Adams S&t., Chicago, Il. 
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be very interested in the work over here— 
Mr. Alex Demey, at Roos Brothers, and 
Mr. W. W. Rowley, at The Emporium, 
both of San Francisco; Mr. Sam Blum at 
Bloomingdale's and Mr. Al Bliss, of New 
York City; Mr. J. W. Campbell, at Carson 
Pirie Scott & Co., Chicago, and also Mr. 
Lemieux at Eaton's, of Montreal. They 
were all very nice fellows and open for 
new ideas 

Naturally the display in the States and 
Sweden is a little bit different, but I guess 
it is the taste of the public that will decide 
how to display the windows. Specially the 
windows in the East seemed to use a lot 
of artificial and natural flowers and decor- 
ative settings, more than work with = the 
merchandise — something that does not go 
quite so strong over here except at some 
very special occasions. In the West the 
windows kind of appealed more to our 
Swedish taste, specially at Roos Brothers. 
Phe tremendous amount of spotlights I saw 
in USA was very impressing, but in this 
country they are not being used to the same 
extent yet, according to lack of spotlights 
and also the great expense. There were 
many windows which were very beautiful 
and extravagant, but many times they 
seemed too much of a theatre more than a 
place to sell merchandise. Of course you 
got to sell the store, too, but here we do 
not do that so often. 

If | mentioned this my opinion it 1s not my 
wish that you should publish that as a criti- 
cism; I just felt that I wanted to tell you 
how much [ looked at the American window 
display compared with ours. 

To give you a little idea of our depart- 
ment store and what we are doing for our 
customers and for visiting people from for- 
cign countries, | am enclosing some printed 
matters that might tell vou something. 


Curt Oldenburg, organization manager, 
Paul UL. Bergstroms <A.B., Stockholm, 
Sweden 


Tennenbaum Opens 
Display Firm 

Under the name otf Supreme Display 
Kquipment Company, Murray Tennenbaum 
has opened a display firm at 29 West 34th 
street, New York City. He will handle a 
general line of fixtures. Tennenbaum was 
formerly metropolitan sales representative 
of Jas. B. Williams, Inc., of the same city. 


Ohio Advertising Display 
In Expansion Move 

The Ohio Advertising Display Company, 
manufacturer of point-of-sale fluorescent 
and neon signs, has purchased the building 
at 118-124 Pearl street, Cincinnati. The 
move marks the third expansion of the com- 
pany'’s manutacturing facilities in its 20 
months’ of existence. 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 
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FLAMEPROOF | 
XMAS 


WREATHS, 
TREES & 
ROPINGS 


IMPORTED AND DOMESTIC 


@ Holly 

@ Princess Pine 
@ Ruscus 

@ Krinkle Bush 
@ Babys Breath 
@ Cellophane 
@ Metal Foil 


ARTS and FLOWERS 


43 WEST 56 STREET 
NEW YORK 19, N. Y. 
Dept. D 











FOIL-ROL 


ALUMINUM 
RIBBON 


/,"' x 375 feet per roll 





Package of 22 rolls 
$]]-00 





FOIL-ROL 


4 DENNY PLACE CINCINNATI 27, OHIO 
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THE NEW 


SN ers 
< ~ : - a 


Display Men--- 
try the CT-830 


TACKER 


—The tacker with follow-thru drive 


ldeal for window trimming, tacking up 
backgrounds, point-of-sale advertising 
signs, and for attaching silk screen stencils 
to frames. Drives DUO-FAST Staples in 
14", 5/16" and 3" lengths. Investigate 
these easy-to-operate, time-saving DUO- 
FAST tackers. 


Write today for details 


FASTENER CORPORATION 


848 FLETCHER ST., CHICAGO (4, ILL. 








Modern 


ELECTRIC 
TURNTABLES 





Merchandising with Motion 
BOOSTS SALES! 


Features of the 
ELECTRIC TURNTABLE: 
e@ STURDY—Made from Shock- 
Resistant Bakelite! 
e@ NOISELESS, SELF-STARTING— 
Will rotate up to 10 Ibs. at 
revolutions per minute! 





e SPACE - SAVING—Only 3%" 
j high! 
j @ For A.C. 110-120 Volts only. 
| No. T3000- Only $8.50 No. T4000 Only $9.00 
each. 4” Top—Com- each. 7'2” Top Com- 
, plete with Cord and plete. 
L Plug. Interchangeable Terms: 1% —-10 Days. 
714” Dise — $1 extra. Delivery: Prompt. 


PLASTICS & METALS CO. 


292 Madison Ave., New York 17, N. Y. 
LEXINGTON 2-6914-5 


| Company 
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| Screw-In Swivel Socket 


With Shade Attached 


A new line of adjustable screw-in hood- 


shade lighting units is announced by the 
Swivelier Company, Inc., 30 Irving Place, 
New York City 3. The hood shades will 


accommodate up to a 300-watt Mazda type 
R-40 bulb, and are available with or with- 
out addition to the 
standard screw-in type, the units come with 


11- 


from 


removable louvres. In 


screw-in extension pipes in 5-, 8-, and 


inch lengths. Literature can be had 


the address given above. 





Caputo Takes Over 
At Buffalo Store 


Following resignation as assistant 
for Brooklyn, 


Henry Caputo has joined Sattler’s, Buffalo, 


his 


display manager Namm’s, 


as display manager. He had been with the 
Brooklyn store for more than six years: 
no successor las been appointed. At 
Sattler’s, Michael Stark continues with the 
store as assistant display manager. 





Company Formed 
By Howard Harter 


Formerly Disbrow & Co., and 
more recently with the display papers divi- 
sion of Royal Paper Company, New York 
City, Howard Harter has resigned in order 
to form the Harter Display Metal Company. 
The new firm is located at 381 
road, Oceanside L. I. 


with Coy, 


Long Beach 


Stewart Heads Display 
For Texas Store 


Albert J. Stewart is now display manager | 
for Green's Department Store, Orange, 
Texas. He was tormerly with Muller's, of | 


Lake Charles, La., and was previously with 


different stores in Houston. 





Katz Joins Bond's, 
New York City 


Formerly assistant display manager of 


Bonwit Teller’s, New York City, and at 
one time in charge of that firm's White 
Plains store, Sol Katz has joined Bond 
Stores, Inc... New Yor<s City. It ‘s reported 
that he will have charge of the company’s 


display program. 


Literature Available 
On Plastic Letters 

Descriptive folders have been prepared on 
the firm’s line of cut-out display letters in 
plastic by Crown Plastics, 100 
street, The letters are to be 
in a variety of colors and sizes. 


Boylston 


had 


Boston. 





Hughes Brush Company 
Makes Display Tie-In 

Dramatic use of convex bent plate glass 
and fluorescent highlight a 
of three the Hughes Brush 
is now distributing as part of a 
deal to tie-in with national 
consumer advertising. The units were de- 
signed and manutactured by Copeland Dis- 


lighting series 


display cases 


merchandise 


| plays, Inc., 537 West 53rd street, New York 


City 19. 
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Introducing... 





METALLIC MACHE* 


e@ 3-PANEL MACHE SCREEN 


Overall 7° x 5' $85.00 
e VASE—Grapevine design 

in relief $15.50 
e PEDESTAL SEAT— 

26" x 36" $35.00 


Complete Setting, $130.00 
AN UNUSUAL LINE OF ORIGINALS 
Styled by 


Stillman ART DISPLAYS 


354 W. 42ND ST., N.Y.C. 18, N. Y. 
LO 3-7222 
* Papier Mache finished with copper, 
bronze, silver, or gold on your choice of 
basic color. 














THE PLASTIQUE LINE 


presents 


The “‘LUCY“ 


No. 1109 
20” or 25" HIGH 
Patent No. 117,913 
S. SOBEL DISPLAY FIXTURE CO. 
143 Grand St., New York City 





























VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47 West 57th Street 


NEW YORK 19, N. Y. 
PLAZA 3-5968 


Complete 
photographic files 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Reprints 
always available 


at moderate prices 


Studio Still Lifes 


Complete 
information and samples 


sent on request 
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Grocers Intend To Use 
More Display Material 

Members of the Grocery Manufacturers 
of America, meeting at Skytop Lodge, Pa., 
recently, heard a report by Carl Dipman, 
editor of Progressive Grocer, based on a 
survey made to learn the likes and dislikes 


of independent grocers for various kinds of 


display material. About two-thirds of the 
grocers queried announced their intentions 
of using more display materral in future, 
but were candid in expressing their pre- 
ference for certain types. 

Twenty different kinds of display material 
survey, and answers 
semi- 
stores, by 


were covered in the 
were broken down for self-service, 
self-service, and counter-service 
location, by size of store and 

Some 1,247 questionnaires, or 
number sent out, were 


geographic 
size of city. 
15 per cent of the 
returned. 

“The impression that self-service meant 
display material may 
self-service store 
selective in 


the end of grocery 
have grown up because 
operators are proving more 
regard to the acceptance and use of dis- 
play materials,” the report points out. “It 
appears that self-service stores use prac- 
tically as much display as other 

Highlights of the survey reveal: (1) All 
but 17 per cent want cardboard floor dis- 
pensers and 49 per cent will regularly use 
wall posters for produce departments; these 


stores.” 


tvpes are most in demand. (2) Least liked 
easel-backed card 
which only 11 per 
and lapel cards o1 


among displays are the 
for check-out counters, 
cent will regularly use, 
buttons, which 59 per cent do not intend 
to use. (3) Ninety-five per cent of grocers 
want display material to have space tor 
price insertion. (4) Only 2 per cent will 
use less display material; one-third will use 
as much display material in future as in 
the past, and about two-thirds plan to use 
more 

The report shows that more display ma 
terial will be used by 71 per cent of selt- 
service stores, 63 per cent of semi-self-serv- 
ice stores and 53 per cent of counter-service 
stores; by 69 per cent of grocers in small 
towns and 60 per cent in large cities; by 
irom 54 per cent in the Pacific states to 
74 per cent in the South Atlantic 


north-central states. 


and east- 
Operators ol self-service stores voted 57 
per cent for regular use of produce depart- 
ment wall posters and 22 per cent for occa 
sional use of such displays. Also rated 
high by self-service stores, for regular use, 
were tuck-in cards for “end and floor” dis 
play (43 per cent), strips for gondola and 
shelf molding (41 per cent), 
for end and floor use (40 per cent), 
envelopes (38 per 


easel-back cards 
recipe 
and contest pads and 
cardboard floor 
banners and general wall posters (37 per 


cent), dispensers, window 
cent); over-wire banners (33 per cent). 


New York Organization 
Forms Display Group 

\ committee on promotion and_= display 
has been formed by the Fifth Avenue 
\ssociation, New York City, to correlate 
the efforts of member stores in various pro- 
motional events. William J. Pedrick, ex- 
ecutive vice-president of the association, is 


chairman of the committee. 


UIE. VAT 





A Splendid Buy! 
CHROME-PLATED 
S-shaped CHAIRS 


$5.25 


each 
(F.0.B.—Our Warehouse) 





A good sturdy modern style chair made 
chrome plated TUDUIArL Teel. 
Istered in 


etaon 
TsTand 


of heavily 
Chair backs and. seats phe 
tough red simulated leather. An 
ing value at: $5.25 each. 


CHELSEA 


STORE FIXTURE 
MFG. CORP. 


Factory & Showroom 


7 East 19th Street 
New York 3, N. Y. 


Telephone: GRamercy 3-1450 











Gedar & Birch Displays 


e@ CEDAR BARK IN SHEETS 
CEDAR AND BIRCH POLES 
RUSTIC FURNITURE 
SPECIAL DISPLAYS 

BIRCH BRANCHES 
CEDAR SLABS 

e BIRD HOUSES 


RUSTIC FURNITURE CO., Inc. 


“Parkcraft” 
Phone 68 Day— —Night 147 
Black Horse Pike at R. R. 
Williamstown, N. J. 








At Once — Alert Salesman for 
Southern territory (east of Miss- 
issippi river and south of Ohio 
river). To sell good paying line 
of artificial flowers and decora- 
tions. Excellent opportunity 
for big earnings and interesting 
work. Applicant must have fol- 
lowing. Manufacturer located 
in midwest. Strictly confidential. 


Address “BOX JFD” 
Care of DISPLAY WORLD 








Available now, $2.50 per gross 





PINE CONES 


FOR FALL DISPLAYS 


Write “Box 550,” Wenatchee, Wash. 
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Display Factors Urged 


To Lower Prices 
eeting in Chicago during Display Mar- | ARDB ARD 
ket Week, display representatives from 20 | C 


stores in the Cavendish Trading Corpora- 


t! group went formally on record as | 
recommending that “display manufacturers | an 


revise their thinking and designing so that 
they will be in a better position to reduce : : : . 
prices.” Available in All Thicknesses and Sizes 
he action was taken in connection with 
ements by several of those present that 
lay budgets will be watched much more 


losely in future and that the store display 
dollar must cover a greater distance. SHOPSIN PAPER i 
t was pointed out during the meeting si 
the profession needs several schools 112 CHARLTON ST. WoOrth 4-6038 NEW YORK CITY 14 
in which display courses are taught, and 
the educational committee reported on sev- 
eral contacts made with this end in mind. | ———————— es bmaes 
fhe group arranged for a display photo- 
eraph exchange service, and plans to meet 
again in New York City this December and 
again next June. George Ritter, display 
director for Ed Schuster & Co., Milwaukee, 
was elected chairman for the ensuing year, 
assisted by H. E. Ambrose, display director 


for Chandler & Co., Boston. a ILLUSTR. 
3 Zé 7 ag 


MANUFACTURERS OF QUALITY CARDBOARD 


= s 











“RUDOR” CLIP 


(PATENT PENDING) 


THE NEW. ECONOMY 


ATED SAME SIZE 


Adds display value to shoes, chinaware, 
handbags, etc. Ideal for notion counters, 
glass partitions and display racks 


PRICED TO FIT YOUR MOST EXACTING BUDGET 
BUILT TO SUIT YOUR MOST EXACTING NEEDS 





Rotkin Appointed 
By Adler-Jones 


H. B. Rotkin has been appointed man- 





ager of advertising and sales promotion by 
\dler-Jones Company, 521 South Wa- | ols : j Nickel or Oxidized Copper, 
bash avenue, Chicago. He joins the firm | eg Oe If “ $3.90 per gross. 


liter three years spent as direct mail pro- Chromium Finish, $4.10 per gross 


aise manager of Esquire and Coronet | 2 : GN. ~. * + RUDOLF ORTHWINE CORP. 
216 West 34th St. New York 1, N.Y 


magazines. Prior to that time, Rotkin was 
lvertising manager of the Graver-Dearborn 





Corporation for four years. He is a veteran 
f the United States Navy. 








Zaria, Lord & Taylor 


Pulicted In Liberty DISPLAY MEN! 
The glamorous spun glass mannequins | : 


other figures created by Zaria, 404 | 
Sixth avenue, New York City, and used in | 
the windows of Lord & Taylor were the 7 O U MAY N O WwW O BTA IN 


bhect of a two-page picture feature in The perfect adjustable 


erty magazine for July 19. Other scenes 


in the display studio show the construction | ee 
i chicken-wire figures. Several  photo- ———— 


graphs of the Lord & Taylor windows are 





l 


] 


uded, as well as a picture of Henry | The only form ever made 


Callahan, display director. 


‘ with a removable spring 
Austen Appoints 


Elmer Castle . ; | TA ai Z E R D | S p LAY S O ° EVERETT 49 MASS. 
\usten Display, 31 West 31st street, New i ‘ 
York City, has announced the appointment 
Elmer B. Castle of the firm of E. B. | — 
ck” Castle, Oklahoma City, as retail | eee 




















\ 























. - . - . | = ae = 
resentative for the Austen line of display | ° . 
erick: ‘tote {Get Sparkling Display Effects! | HOLLY WREATHS 
Oklahoma, Kansas, Nebraska, and in the | with 
of New Orleans Q | Natural prepared Holl Gree ith ralis 
t Ne W rle ins. e DIAMOND DUST | Red All te y reen witl realist 
Larger Quarters Tak e SILVER FLITTER |] H’—Holly Wreath. § 7.20 per dozen 
irger Quarters laken : q | 16’—Holly Wreath 8 40 per dozen 
e CRYSTAL BEADS - : 
B Ja | i i ‘ 18"—Holly Wreath 10.80 per dozen 
— pou | ee e GLASS TINSEL 3 | | Packed in manilla box — 12 to carton 
) . Lamb isplays has moved into | nie . ; 
ze ee . re op. pines | 2Glass Tinsel is available in Silver. Gold, 2 | 20"—Holly Wreath $13.89 per dozen 
er quarters at 111 E. Bay street, Jack- | ; 2 | 23°—Holly Wreath $ibece doten 
ville, Fla., and now has about 3,000 Blue, Green, Red and Black | | F. O. B. our factory Roxbury, Va. 
ire feet of floor space. The company Prices and samples furnished upon request 2 | CLAY : 
hes to hear from display manufacturers | 3} EMPIRE TINSEL & BALLOTINI CO | MORE c. SIECK 
various lines wishing representation in | ¢ it Wholesale Florist Supplies 
aN E 1265 Broadway New York, N. Y. 602 N. CALVERT ST. BALTIMORE 2, MD. 
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The BINDER you've been 


e SUBSTANTIAL CONSTRUCTION 
e IMPROVED REMOVABLE BARS 
e CLOTH BOUND’ e HOLDS 12 COPIES 





These binders are beautifully bound in maroon, with the 
title in gold. Each holds a full year's issues of DISPLAY WORLD. 
Insertion or removal is easy and fast. Keeps your copies clean 
and handy for reference. 


50 Each 
anes 


Orders accepted for UNITED STATES AND CANADA ONLY because of 
shipping difficulties. 


DISPLAY WORLD .- CINCINNATI I, OHIO 
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Brochure Presents 
Motion Displays 

Messmore & Damon, Inc., 400 W. 27 
street, New York City, has published 
brochure listing a number of the = fir 
mechanized display units. Included 
circle swings, a Ferris wheel, see-saw, and 
similar devices. Copies of the brochure m 


be had on request. 


Homer Is Added 
By Duran 


Robert Homer, formerly assistant exp 
manager with M. Lowenstein & Sons, New 
York City, has joined the mannequin fi 
of Duran Style-Rite, of the same city, 
general manager. 

Head of Duran Style-Rite is Anthony 
Duran, an FEquadorian by birth and = an 
American by adoption and education, hay- 


ing come to this country some 20 years ago. 
The firm produces a full line of figures 
having a flesh-like texture’ finish, with 
interchangeable waistlines and metal con- 
struction of all joints. 


Bianchi Is Promoted 
By Goldblatt's 

Planning director is the new title of Ray 
Bianchi, formerly in charge of all display 
for the Goldblatt Brothers stores in Chi- 
cago and suburbs. In his new capacity 
Bianchi will direct the designing and_in- 
stallation of new departments in addition 
to store interior remodeling. He has been 
with the firm for the past ten vears. 


Bob Seitz Joins 
Jacksonville Store 

Robert Seitz has been appointed display 
manager for Furchgott's, Jacksonville, Fla 
For the past two years he had operated his 
own display business in Columbus, Ohio, 
and prior to that time he was. display 
manager for F. & R. Lazarus Company, otf 
the same city. 


Garrison-Wagner Announces 
New Representative 

The Garrison-Wagner Company, St. Louis, 
has announced the appointment of Harry R. 
Benge as sales representative in the Louis- 
lana-Arkansas-Mississippi area. He will 
make his headquarters in Shreveport, wher 
he has lived for the past nine years. Benge 
was formerly in business for himself in 
Shreveport and is well acquainted in that 


erea. 


Jim Berg Celebrates 
75th Birthday 

kK. J. “Jim” Berg, who has been activel 
engaged in the display field for more that 
60 years, celebrated his 75th birthday on 
July 9. A displayman for many years, Jim 
has more recently been connected with dis 
play firms and is now mid-West_ repre 
sentative for Nat Siegel, Inc., New Yor! 
City. 


Russell Moyer Joins 
The Wells Store 

Russell Moyer is now display manager fo 
The Wells store, Evansville. 
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‘MEW CARPETS for OLD 


e DY-O-RUG to renew or re-color worn or 
ded carpets, overnight without removing 
sm the floor. @Perfect for use with air-gun or 
coloring Draperies. @All colors and black. 


r complete information and sample (color 
lected should be same as in present carpet, 
darker) write 


HELMS CHEMICAL COMPANY 


114 N. Harlem Ave. River Forest, Ill. 

















to top off your 
mannequins 


aetural 
attractive 
display 


WIGS 
Arranjay’s Wig Co. 


WIG SUPPLIES, 
DOMESTIC AND EXPORT 
$2 WEST 20TH ST. 
NEW YORK CITY 
Telephone Chelsea 3-8340-1 








Big opportunity for  live-wire 
salesman in New York area. 
Must have following. Direct 


of artificial flowers and 
decorations; manufacturer lo- 
cated in midwest. Well paying 
line with national reputation. All 
replies confidential. 


Address “BOX GFM?”’ 
Care of DISPLAY WORLD 


sales 

















Americas Lowa Prices! 
GIANT SIZE Photographic 
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| Lord & Taylor Repeats 

Awning Roses 

| The big painted roses blooming 1n_ full 
color on Lord & Taylor's awnings for the 
second summer are among the gayest out- 
door decorations in New York City. A 
paint formulated specifically for the decor- 


ation and _ reconditioning of canvas was 
used by the Bronx Window Shade & Awn- 
ing Company in executing the designs made 


by the store’s window display department. 
This original treatment of awnings 1s 
definitely starting a trend, for decorators 
in New York are adopting the idea for 
Painting designs 


terraces and penthouses. 
on awnings has numerous possibilities for 
stores of all types. It can be done purely 
for decoration as Lord & Taylor has done, 
or to indicate what kind of merchandise is 
sold—boots for the shoe shop, vegetables 
for the green grocer, pipes and smoking 


equipment for the tobacconist, flowers for 
the florist, and so on. 

Interchemical Corporation, Fair Lawn, 
N. J., has available 13 awning paint colors 
including black, white and aluminum, de- 
signed to mix well together so that prac- 
tically any desired shade can be had. 





Unusual Effects Made Possible 
By New '"'Fiberglas" 


A new-type “Fiberglas” mat, for use in 


the display field as decorative background 
material and cutouts, and as a reinforcing 
material in decorative plastics applications, 
is announced by Owens-Corning Fiberglas 
Corporation, Toledo. 

The mat is composed of “Fiberglas” yarns 
laid down in a swirl pattern and bonded 
with a resin. Colors are yellow, two shades 
ot red, wine, two shades of green, two of 
blue, and black. Rolls in which the mat is 
supplied are 25 feet long and 36 inches 
wide. 

The swirl pattern and 
colors make possible unusual design effects. 
The colors are fast to both sunlight and 


clear, brilliant 


moisture. The glass filaments can not 
absorb moisture and provide a material that 
will not stretch, under 


changing humidity conditions. 


shrink or swell 


Ordinance Would Bar 
Unclothed Mannequins 


1 The recurring agitation against nude or 
semi-clothed mannequins in display win 

7 dows, which has made its appearance at 
, irregular intervals in various parts of the 


t 





Made from Your OWN Negatives or Prints J 


PHOTOCRAFT cciveat 


3543 BROADWAY 





KANSAS CITY, MO. 








DISPLAY MANAGERS! 

Receive valuable merchandise premium free with 
order for DRIFT PLASTIC SNOW FLAKES 
us before August 15th. DRIFT is the 

ect artificial snow and only $3.50 per bushel. 

te for premium list and sample of DRIFT to 
bushel covers 24 square feet. 


id-State Distributors 277°S3A25 STREET 


aU 


~ 








* “LEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS 


country, bobbed up most recently in Ham- 
tramck, Mich., a Detroit It 
took the form of an ordinance presented to 
Council for 
would bar “unclothed mannequins, models, 


suburb of 


Common consideration, and 
figures, or any other likeness of a human 
being . . .” in window displays, as well 
as mannequins in lingerie, nightgowns, and 
similar apparel. 





Oklahoma City Store 
Adds Whitbeck 

Don Whitbeck has resigned his position 
advertising manager for 
Central Stores, Middletown, Ohio, in order 
to join Harbour-Longmire Company, Okla- 
homa City. At one time he was in charge 
of display for Huntington Dry 
Company, Huntington, W. Va. 


as display and 


Goods 
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Iisplay 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

"| Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Forms 
Display Furniture 
Display Letters 
Display Racks 
Drawing Boards 
Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lithographed Displays 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Mouldings 
Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
| Plaques (Window) 

C) Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Show Card Colors 
Show Cards 

Show Case Lighting 
Show Cases 

Store Designing 

[) Socks— Window 

[) Store Equipment 

[] Signs—Brass— Bronze 

_] Signs—Card Holders 

™ Signs—Electric 

() Sign Printing Machines 

{} Sleeve Forms 

[) Store Fronts 

C) Tackers 

[) Time Switches 

) Turntables 

[] Veneers (Imitation) 

[) Wall Board 

C] Wigs 

(C1) Window Lighting 
. Do you wish a copy of their catalogue? 
0 


QOOOOOOOODOoOOoOoOooOCoOooOoOoOooOooooooOooDnnnonoooNnoNy 


OC 


JON00000050 


Do you plan to remodel your store soon? 
Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 


Firm.... 
Display Manager 
Nc da dnxadex gens a 
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Opportunity Exchange 


DISPLAY WORLD 


JULY, 949 








Active Salesman 


WANTED 


at once for Pittsburgh Area. 


Make high earnings with good 
paying line of well-known 
artificial flowers and decora- 
tions Must have following. 
All replies are confidential. 
Manufacturer is located in 
midwest. 


Address “Box WFS’’ 


Care of DISPLAY WORLD 


WANTED AT ONCE! 
SALESMEN 


To represent one of America’s most complete lines of 
nationally advertised display fixtures, fabrics, mannequins 


and accessories. 


Exclusive Territories! 


Top Earnings! 


No Investment 


Address “BOX D. I.” 
Care of DISPLAY WORLD 














Wanted—National Distribution 
for New Papier Mache Manu- 
facturer. Only well established 
and reputable firms considered. 
Address “Box T. O. C.” 
Care of DISPLAY WORLD 








FOR SALE 


MESSMORE AND 
DAMON’S 
CHRISTMAS 
TOY SHOP 
Bought October, 1946, 
Used one season. 
Mechanically perfect. 
Cost $1,850.00 new. 
Any reasonable offer 
accepted. 


For further details 
write— 


L. M. BLUMSTEIN, 
INC. 
230 West 125th Street 
New York 27, N. Y. 


Att: Mr. Whooten, 
Display Manager 





ADVERTISING PROMOTIONAL SALES 
EXECUTIVE SPECIALIZING IN 
DISPLAY & POINT-OF-SALE AIDS 


Progressive organization, located in Philadelphia, Pa., specializing in dis- 
play and point-of-sale aids for diversified chain store, dealer and distribu- 


tor organizations on a national scale; 


is looking for a man fully experi- 


enced as a designer and Sales Contact Executive for interior and window 
displays. The man we are seeking must be able to originate a program, 
design it and have top-notch sales ability to put it across, and be able to 


follow all details to completion. 


This is an opportunity of a_ life-time. 


Write resume of background, experience and personal data and send photo 
if available. Our staff knows of this ad. 


Address “BOX 325” 


Care of DISPLAY WORLD 


Resident Salesmen 


We are interested in a smal 
select group of men with in 
agination—of good appearan 
and personality — who kno 
the country’s leading displa 
managers and can speak thei: 
language. The only line oi 
its kind in America! National 
manufacturer of display units 
and materials — now selling 


internationally. 


Address “‘Box M.O.L.” 


Care of DISPLAY WORLD 














COMBINATION 
ADVERTISING AND 
DISPLAY MAN 


A good position is open tor an 
alert, capable, steady man who 
can write advertising and trim 
up-to-date windows. Firm 
established 55 years. Popular 
priced store. Full particulars, 
“ad” samples, references in 
first letter. Salary $65 to $75 
weekly. Steady job. Excellent 
opportunity. 

A. SACKIM COMPANY 

Iron Mountain, Michigan 








AGENCIES WANTED 


for Display Accessories and 
Noveities for Africa, south of 
the Equator by 

HENRY HULL & COMPANY 
Display Specialists and Distributors 


Head Office: 
18 Loveday House, Loveday 
Street, Johannesburg. 

Telegraphic Address : “HACO” 
Johannesburg. Also at Dur- 
ban, Cape Town, Salisbury 
(Rhodesia) and Windhoek 
(S. W. Africa). 


DISPLAYMEN 


Unusual opportunity to increase 
your earnings substantially by 
selling your display accounts our 
really complete and exclusive line 
of Velvet Jewelry Display Fix 
tures. We are well known and our 
fixtures are being used by many « 
the foremost stores where Jewelry 
is sold. No Samples to Carry 
easilv sold from our large Photo 
graphs—he'pful cooperation by ou 


Sales and Advertising Depart 


ments. Liberal Commissions 
Promptly Paid. 


Address “Box IWK’”’ 


Care of DISPLAY WORLD 























AVAILABLE 
Merchandising and 


DISPLAY 
MANAGER 


lop notch man, one who also 
knows retail advertising, wants 
new position with aggressive 
firm Sixteen years’ experi- 
ence with large retail drug 
chain. Age 34, married 


Address “Box 7GF”’ 


Care of DISPLAY WORLD 


FOR SALE 


COMPLETE WINDOW DISPLAY SERVICE 
AND MANUFACTURING BUSINESS 


Including manniquin. refinishing department, complete retail show-room, 


only servi 


in New England, complete wood-working machine 


e of its kind 
shop equipped with Walker-Turner Machines, truck, long lease, located in 


center of business district 
tures represented by distributors 
5.000 square teet of space on one 
include complete kgrounds for 
mache and cut-out displays 
ortunity to 


Manufacturing at present wooden display fix 


salesmen all over the country. 


floor housing props and factory. Props 
all types of stores with plaster, papier 
Reason for 
get into a going business that pays well 


selling—ill health. Excellent op 


Address “‘Box 741” 


Care of DISPLAY WORLD 


SALESMAN 
WANTED 


For Washington-Oregon Area. 


To sell good paying line of 
artificial flowers and decora- 


tions. Big opportunities for 
getting ahead. Must have fol- 
lowing. <All replies confiden- 


tial. Manufacturer located in 
midwest. 


Address “Box AAB” 


Care of DISPLAY WORLD 




















MAKE Your Own “BLOW-UPS”! 
Save time and money! No skill or 
xpensive equipment needed. Easy 
to do. Complete illustrated (know- 
how) instructions—only $3.00. Sat- 
isfaction guaranteed. Details Free. 


J. W. FOGARTY 
49-A Longview Ave., Fairfield, Conn. 








POSITION WANTED — Window 
Display or Advertising Manager. 
Extensive retail experience, modern 
displays, lighting effects etc. At 
tention compelling adv. layouts, 
convincing copy. Al references. 


Address “BOX SSC” 
Care of DISPLAY WORLD 








Representatives 
WANTED 


To handle well known line ot 
plastic display fixtures. Only 
top-notch men need apply. 
Splendid opportunity for men 
who can sell the best retail 
trade. Write, giving experi 
ence. 


Address “Box 71S” 


Care of DISPLAY WORLD 




















99 


D 














| For popular priced department 


| store. Must be able to trim 
well styled stocky windows 
ind paint good show cards. 


| Splendid opportunity for man 


VEY, S42 





DISPLAY WORLD 
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WINDOW TRIMMER 
WANTED 


with initiative and ideas. 


Address “Box SAH”’ 


DISPLAY WORLD 


Care ot 





MANNEQUIN SALESMAN WANTED 


For certain territory. Direct connection with 


large nationally known Mannequin Manufac- 


turer. 
background. 


Ex-Displayman preferred. Give full 


Address “BOX 7SK’’ 
Care of DISPLAY WORLD 


WANTED 
SALESMAN 


Absolutely the highest 
missions to top flight display 
salesmen who can consistently 
hit the ball. Ours is a high 
grade line of plastic fixtures 
and accessories. 

Additional bonus to men who 
show the line exclusively and 
can show samples. 


Address “Box HCR”’ 


Care of DISPLAY WORLD | 


com- 











DISPLAYMAN 
AVAILABLE 


[ have twenty 
perience to exchange for a 
permanent position. Window 
backgrounds, interior settings, 
show cards, sales and adver- 
tising. Hard and soft lines in- 
cluding jewelry. Go anywhere. 


Address “Box DWM?” 


vears ot ex- 











Care of DISPLAY WORLD | 





MERCHANDISING PRESENTATION 
DISPLAY SPECIALIST 


We're looking for a man who has 


diversified experience in displaying 


merchandising for both windows and interiors. 


He may have been employed by 
or Advertising Agency. 
ground helpful, but not essential. 


Department Store, Chain 
He must be able to create own ideas; 
This is a chance of a life-time for a 


organization, 
art back 


top-flight man to broaden his field and become affiliated with a progressive 


organization, located in Philadelphia, 
store, dealer and _ distributor 


chain 


Pa., specializing in display aids for 
organizations of a 


national scale. 


Write resume of background, experience and personal data; send photo 


if available. Our staff knows of this 


ad. 


Address “BOX 453” 


Care of DISPLAY WORLD 





SALESMAN 
WANTED 


to carry outstanding line of 
WOOD 
DISPLAY FIXTURES 
Large commissions. 
West coast 


Established firm. 


Address “Box GRM” 


Care of DISPLAY WORLD 








CUTAWL WANTED 
Good (new or used) 
K-9 or K-9A 
Haliburton-King Advertising 


No. 1 Arcade Bldg. 
Little Rock, Ark. 


— — 











WINDOW TRIMMER 


iully experienced 
Wear and 


small wear. 


Ready-to- 
Ladies Specialty 
Free Lance man. 
chain or. indi- 


Write— 


GEORGE DANIELS 


57 Prospect Park SW 
Brooklyn 15, N. Y. 


Interested in 


vidual shops. 





WANTED 
Experienced 
DISPLAYMAN 


For two high quality men’s 
Ohio. Good 


salary and _per- 


stores in 
starting 
manent opportunity for 
thoroughly 


State 


creative and 
experienced man. 
particulars as to experi- 
ence, salary expected and 
references. All correspond- 
ence will be held in strict 


confidence. 


Address “Box JCR” 


Care of DISPLAY WORLD 





SALESMAN 
WANTED 


for East coast. s0ston to 
Norfolk territory available for 
capable man with following 
for direct sales of artificial 
flowers and display decora- 
tions. Exeellent opportunity 
with well-established good 
paying line. Manufacturer 
located in midwest. Replies 
confidential. 


Address “Box CDG” 


Care of DISPLAY WORLD 


CORRESPONDENCE INSTRUC- 
TION—In Window Display. Adver 
tising and Card Writing. In opera 
tion for nearly 40 years with over 
20,000 graduates in nearly every 
country in the world. New graphic 
instruction and new short courses 
at several prices. Write for catalog 

THE KOESTER SCHOOL 

300 W. Adams St., Chicago 























Home Study ... “LESSONS IN 
WINDOW DISPLAY” — A low 
priced, practical and _ up-to-date 
‘ourse covering all phases of the 
subject. Of value to the experi- 
enced trimmer as well as the begin- 
ner. Over 500 pages with 1,090 
sketches to show you how. Write 
for circulars. WILL H. BATES, 
Box 101, Ellsworth, Il. 











| ductions. 
| delphia, Pa. 


LETTER DESIGNER 


lop notch man experienced in 
layouts for Window 
and Counter Display Cards for 


creating 


FOR SALE 


Outstanding and different 
Christmas Decorations 
made by Staples-Smith of 

New York. 
12—Life Size 
angels in 
relief. 
11—Large papier mache Santa 
Masks in one-half relief. 
Photos and prices on request. 


Loveman, Berger & 


Tietlebaum Inc. 
Nashville 3, Tenn. 


papier mache 
pastels in full 


SALESMAN 
WANTED 


Experienced salesmen, with 
department store and specialty 
shop following, to handle old 
established line of top quality 
plastic display fixtures. Give 
full data in first letter. 


Address “Box 7CL’’ 


DISPLAY WORLD 


Care of 


Experienced 
Display Manager 
Seeks Opportunity 

Creative designer of unusual 
window and interior displays 
that SELL! Knows display 
advertising. 

Address “Box FAD” 


DISPLAY WORLD 


Care of 

















Silk Sereen and Lith Repro- 





Location in Phila- 
Our staff knows 
t this ad. 


Address “Box HGG” 


DISPLAY WORLD 


Care ot 








DISPLAY MANAGER — Desires 
position in progressive store which 
demands perfection in display. Pre 
fer large women’s fashion store, or 
women’s fashion and dept. store 
combination. Ten years experienc 
in display. 32 years old—married. 
Address “BOX ELA” care of 
DISPLAY WORLD 








WE ARE LOOKING 
FOR JOBBERS 


To carry our line of basic 
window trimming materials 
used quite widely during the 
Fall and Christmas Seasons. 
Showroom samples and color 
selections make our line easy 
and profitable to handle. Drop 
shipment service provided 
under your own label. 


Address “Box 7GB” 


Care of DISPLAY WORLD 





WANTED 
SALESMAN 


Manufacturer in midwest 
wants enterprising salesman 
for California area. Direct 
sales of artificial flowers and 
decorations. Big opportunity 
for high earnings with good 
selling line. Must have fol- 
lowing. Strictly confidential. 


Address “Box CHC” 


Care of DISPLAY WORLD 














Use The 
OPPORTUNITY 
EXCHANGE 


$3.00 Per Column Inch 
CASH WITH ORDER 
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Write, wire Or phone your nearest 

Darling Displays Distributor. You'll 

receive Prompt, Courteous Service. 
(See Listing Below) 


EAST 


ART. R. COHEN COMPANY 
810 Penn Avenue 
Pittsburgh 22, Pennsylvanig 


JAMES A. COLE COMPANY 
235 Fourth Ave. 
New York 3, N.Y, 


DISPLAY EQUIPMENT 
147 West 37th Street 
New York 18, New York 


JOSLIN SHOW CASE AND FIXTURE co. 
99 Chauncy Street 
Boston, Massachusetts 


NATT LEVy 
5 South Hanover Street 
Baltimore 3 Maryland 


MARVIN DISPLAYS 
238 George Street 
New Haven, Connecticut 


MERRIAM DISPLAY SUPPLY STUDIO 
307-309 Clinton Street South 
Syracuse 2, New York 


MODERNAGE DISPLAYs, INC, 
215 East 149th Street 
New York SI,N.Y, 


CORPORATION 


MODERN DISPLAYS 
1212G St., N. Ww. 
Washington 5, D.C. 


NEW ENGLAND DECORATORS: SUPPLY 
COMPANY 

262-268 Devonshire Street 

Boston 10, Massachusetts 


PETERSON DISPLAY COMPANY 
528-530 Cherry Street 
Reading, Pennsylvanig 


JOS. PODGOR CO., INC. 
618 Market Street 
Philadelphia 6, Pennsylvanig 


QUENSELL DISPLAYs, INC, 
7123 Austin Street 
Forest Hills, New York 


SEGALL AND SONS 
923 Arch Street 
Philadelphig rp Pennsylvanig 


NAT SIEGEL, INC. 
39 West 37th Street 
New York 18, New York 


STANFORD DISPLAY STUDIOS 
729 Main Street 
Buffalo 3, New York 


MIDWEsT 


BUTLER BROTHERS 
Chicago . St. Louis - Baltimore - 
Minneapolis - Dallas - San Francisco 
Mail orders to your nearest branch 


DISPLAY CREATIONS, INC. 
1332-4.6 Broadway 
Detroit 26, Michigan 


DISPLAY SUPPLy COMPANY 
4914 Ss. Illinois Street 
Indianapolis 4, Indiang 


ELY AND WALKER 
Washington Bivd., Dept. 49 
» Mo. 


LEROY w. FRYMAN 
Keith Theatre Building 
Dayton 2, Ohio 


GARRISON.WAGNeER COMPANY 
2018 Washington Ave., St. Louis 3, Mo, 
Chicago Showrooms: 20 £. Congress St. 


GENERAL DISPLAY CORPORATION 
140 West Fourth Street 
Cincinnati 2, Ohio 


B. B. LEvy FIXTURE COMPANY 
421 W. Sp. Clair Avenue 
Cleveland, Ohio 


HARVEy J. MAXWELL COMPANY 
913 Main Street 
Kansas City 6, Missouri 


Cc. B. MEYER 

2332 Cheltenham Road 
Toledo 6, Ohio 

Phone - JOrdan 2727 


NATIONAL CLOTHIER SERVICE 
33 S, Market Street 
Chicago 6, Illinois 


OLTMANNS 
1405 Douglas Street 
Omaha a; Nebraska 


REINERMANN FIXTURE COMPANY 
343-345 est Fourth Street 
Cincinnati 2, Ohio 





SUPERIOR TEXTILE DISPLAy COMPANy 
2132 East 9th Street 
Cleveland 15, Ohio 


TRI-STATE DISTRIBUTING COMPANY 
ashington Ave., N. 
Minneapolis 3, Minnesota 


SOUTH 


EDDIE ALLAN 
Distributors of Displays 
1318 Tampa St. 
Tampa, Florida 


BRONSING DISPLAYS 
382 S. Main Street 
Memphis, Tennessee 


FORSYTHE DISPLAY SUPPLIES 
520 South Fifth Avenue 
Louisville ys Kentucky 


MERCHANTS DISPLAY SUPPLY 
3702 Travis Street 
T 


SOUTHERN DISPLAY CENTER 
120 §S. Poplar Street 
Charlotte, North Caroling 


SOUTHWEsT FIXTURE COMPANY 
907 ommerce Street 

Dallas 2, Texas 

Phone - Central 3372 


WEST 


G BARRANGO & COMPANy 
579 Market Street 
San Francisco 4 California 


BENEDICT’s, INC. 
309 S. w. Third Avenue 
Portland 4, Oregon 


CHAMPION DISPLAY MATERIAL co. 
1417 Fourth Street 
Seattle l, Washington 


B. A. JACOBS co. 
841 South Los Angeles Street 
los Angeles 14, Calif. 


WALTER Ww. MARTIN 
1622 Arapahoe St., Fifth Floor 
Denver, Colorado 


NEWELL COTTERELL COMPANY 
128 Regent Street 
Salt Lake City 1, Utah 





PREVIEWING 
LEADERSHIP 


Here is one of a new series of 
glamourous figures by Darling... 
masterfully sculptured for the cor- 
rect display of garments...mod- 
erately priced. Make sure you see 
the complete line — write for list 
of Darling Displays Distributors, 
Visit our Display Rooms, New York, 
47 W. 34th Street, Chicago, 222 
W. Adams Street, L. A. Darling 
Company, Bronson, Michigan. 


Look to our friendly Distributors 
for all your display needs. 


\ [DISPLAYS 
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